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ESSAY 1 - Global Identity: Conceptualization, Measurement, and Verification
“I am neither Athenian nor Greek
but a citizen of the world.”
Socrates
CHAPTER 1: INTRODUCTION
1.1 Introduction
When we talk about globalization, many individuals first think of increased trade of capital
and goods around the world. However, globalization did not only accelerate the flow of capital
and goods, but also facilitated the homogenization of ideas, information, people, and cultures
across the world. This has expanded individuals’ cross-cultural exposure to other cultures’
intellectual, social, and artistic elements in the form of media, icons, symbols, metaphors, and
phrases. As consumers interact with other cultural elements, they are educated about different
ideas, customs, and ways of life, and a common, globally shared, culture is formed, called global
consumer culture. Global consumer culture (GCC) enables the formation of a common
understanding across the citizens of the world, while consumers desire, accept, and aspire to
similar ideals. This introduction chapter explains the forces and the constructs that are the backdrop
of global identity: globalization, global consumer culture, and consumers’ purchase choices.
In its purest form, globalization can be considered as a defining concept for a new paradigm
that envisions the liberalization of goods, services, resources, and capital movements. Indeed, the
Cambridge Dictionary defines globalization as, “the increase of trade around the world, especially
by large companies producing and trading goods in many different countries.” Economists, like
Kenichi Ohmae (1990), defend that the globalization of markets is inevitable as post-Fordist
production gains popularity across the world. In the post-Fordist era, multinational corporations
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demand the free-flow of capital across borders, cheap labor, economies of scope (efficiencies
formed by variety, not volume), and innovation pooling (lower R&D costs). The demand of firms
matched with the enabling force of nations in supporting free trade has led to easy and increased
exchanges of capital and goods across borders. Taylor (2002) proposes that globalization is
composed of all possible commercial activities one can perform at the very fundamental level (i.e.,
buying, selling, producing, borrowing, and lending) and suggests that these trade activities are no
longer limited by geographic, technological, or legal barriers. His perspective highlights the
exchange possibilities that opened up economic opportunities. As a matter of fact, Rodrik (2000)
highlights that the volume of trade increased twice between 1985 and 1994, compared to the
production increase between the same years, highlighting globalization’s effect on enabling
economic opportunity.
While globalization has had a very large impact on expansion of industrial and economic
flows, waves of globalization have hosted the spread of ideas, people, and commerce since the
beginning of civilization. Some examples of ideas that have circulated the globe are the calendar
we use today, the Latin alphabet, languages, mathematical operations, schooling systems, and legal
systems that are used across the globe. In short, globalization has also enabled and fostered
interactions and learning across different cultures.
1.2 Globalization Origins and Impacts
Globalization has impacted, perhaps more significantly than any other force, the way
human beings live, configure their physical environments, construct the institutions that govern
their activities, and build the markets in which their exchanges of resources, goods, and services
take place. Though this interface has been a continuous phenomenon, it has come in three major
waves during the last five centuries (Friedman,1999), each affected by discontinuous innovations
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in mankind’s technological capabilities. The first wave followed technological advances made
possible by the Renaissance and the Reformation in 16th century Europe (the printing press,
exploration of the world’s oceans, and discovery of newer geographies) and the Industrial
Revolution that followed it (e.g., the steam engine and industrial production), which spawned
explosive growth in trade and investment flows. Paralleled by institutionalization of international
monetary systems (e.g., the gold standard and pegged exchange rates), this wave helped create a
world economy that allowed increased investments by nations and national institutions around the
world. The second wave followed the first and second world wars which facilitated accelerated,
high-volume flows of manufactured goods and services among national boundaries, establishing
the firm as the main engine of resource and product transfer among countries. This wave’s birth,
and eventual impact, was also facilitated by the development of international monetary systems,
such as the establishment of the Bretton Woods system and its institutions (the Fixed Exchange
Rate system, and the IMF and the IBRD). This wave brought with it a new force, exploding
consumer demand for the world’s goods and services and the need to share these volumes by
peoples around the world. This wave also brought some ills with it, such as runaway inflation and
high and low production cycles (stagflation), however, widening the gaps between the rich and the
poor and necessitating the need for a more equitable distribution of the world’ wealth.
1.3 Global Flows of Information, Ideas and Products
Economic and cultural exchanges, driven by globalization waves, have led to shifts in
consumer demographics and psychographics; that is, to changes in consumer aspirations,
motivations and behavior. Due to advancements in technology, transportation, global exports, and
media innovations, some going back several centuries, global information, product, and service
flows have become more ubiquitous and rapid in the last half of this century (Steenkamp, 2019).
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Several milestones that accelerated the spread of globalization are the printing of the Gutenberg
Bible in 1456, which enabled the mass production of books and other written texts; the
organization of the first modern Olympic Games in Greece in 1896, which initiated the
organization of yearly international sports events; advancements in travel technology, such as the
invention and mass-production of cars and passenger planes which enabled migration, travel and
other movement of peoples across long distances in short periods of time; and the invention of the
world's first commercial 16-bit minicomputer in 1965, which brought many other advancements
in digital technologies with it. These advances have made possible the circulation of global
consumption trends and consumer ideas around the world leading to a relatively homogenized
consumer culture across nations.
The increase in trade and global outreach of companies and the supportive behavior of
nation states led to consumers across the world demanding and using the same brands, products
and services. Several economists show that multinational enterprises functioning in culturally
homogeneous markets using standardization strategies are more profitable financially;
standardization helps reduce manufacturing costs, increasing quality, and taking advantage of
outside resources (Keegan and Green 2003; Levitt 1983; Schuh 2000). As borders open to freer
trade, manufacturers and brands begin to grow in both power of production and the awareness of
their products. Since 1950, trade has grown three times as fast as the world GDP: the sum of world
exports and imports as a share of world GDP was around 20 percent in 1950 vs. 60 percent in
2011; and companies expanded their global reach through foreign direct investment (FDI) fourfold
during this period (Steenkamp, 2019).
Increasing liberalization of international trade and investment regulations allowed supply
and value chains become more globally spread, more cost-efficient, and more market-effective.
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The rapid spread of data and technology accelerated the flow of capital and internationalizing firms
across borders (Steenkamp, 2019). Regional economic integration, such as the formation and the
expansion of the European Union (EU) and other free trade agreements in North and Latin
America, even Japan and the EU and China and some Asia-Pacific nations have helped liberalize
international trade and investment flows.
1.4 Globalization and its influence on Brands and Branding
Globalization has made the sales and marketing of the same (or similar) products across
multiple markets possible. This gave rise to consumers’ interest in purchasing global brands,
brands that are marketed in multiple countries, and are generally recognized as global in these
countries (Steenkamp et al., 2003). The extant literature shows that global brands create extra value
for both consumers (quality impressions, prestige, and self-esteem) and for marketers (margin
premium, additional returns in profits and investment outlays, globally-recognized positive
image). Steenkamp explains five different ways by which global brands create value for the firm
(Steenkamp, 2014, 2017, 2019): 1) increased customer preference for global brands – through
associations of higher quality, global culture, prestige or country of origin; 2) increased
organizational benefits such as rapid rollout of new products, ability to make global competitive
moves or the creation of a corporate identity; 3) marketing benefits associated with superior
branding programs such as media spillover, pooling marketing resources across countries, and
leveraging the best marketing ideas globally; 4) economic benefits of cost reduction in production
and procurement; and 5) transnational innovation pooling of R&D globally to make better
products, bottom-up innovation and frugal innovation -aided by technology and modern marketing
infrastructures.
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1.5 Globalization and Global Consumer Culture
Globalization has had a significant impact on the transformation of societies from single,
or at most regional entities, to one that is shared culturally. In essence, the dynamics of humanity
is now shaped by global movements of shared ideas, products and people who aim to consume
products and services available all over the globe. The increasing worldwide exchange of
information, media, art, and culture among people has given birth to a new, more or less
homogeneous, and cross-culturally shared understanding among people globally. In essence, this
is a new cultural understanding that supersedes local cultural traditions in favor of a shared global
culture, i.e. the global consumer culture. (Ger 1999; Steenkamp & Ter Hofstede 2002; Cleveland
and Laroche 2006 and 2007; Alden et al. 2006).
Anthropologist Tylor (2010) defines culture as a complex ethnographic whole which
includes shared knowledge, values, beliefs, art, morals, law, customs, and any other capabilities
and habits acquired by man as a member of society. Culture can be perceived as unwritten
commonalities among the people who live together. Sociologists include common systems of
language, communication methods, practices (of religion, cuisine, social habits), and performances
(music and arts) to this conceptualization. Hofstede (1984, 2001) states that culture is the collective
programming of the mind one that distinguishes the in-group members from the out-group ones.
Cleveland and Laroche (2006) outline the importance of human interactions in culture; they
highlight that culture is a learned, transmitted, and shared phenomenon. In sum, culture is (1)
learned after birth; (2) is shared with others in a collective; (3) enduring as it is relatively
entrenched in the ways people share it; and (4) compelling; that is, it compels individuals who
share it to act in certain expected ways when responding to stimuli (Yaprak 2008).
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Global consumer culture is a function of at least three drivers. First, powerful economic
forces such as capitalism, worldwide investment, production, and marketing have created a world
market that is at once demanding the consumption of advanced products, delivered at efficientlyderived prices. Second, advances in communication technologies, growth of global media, ease of
international travel, and other technological developments have made value delivery easier and
more readily available everywhere. Third, international marketing efforts of global brands and the
worldwide switch to more cosmopolitan lifestyles have made products more available everywhere
and have caused near-homogenization of tastes, desires, and needs across the world. Arnould and
Thompson (2005, p.869) define this as, “a social arrangement in which the relations between lived
culture and social resources, and between meaningful ways of life and the symbolic and material
resources on which they depend are [globally conceived and] mediated through [de-territorialized
global] markets.” It is also important to note that GCC prevails alongside local cultures and that
both homogenization and heterogenization of cultures coexist (Appadurai 1990; Cleveland and
Laroche 2006).
This dissertation defines GCC as the complex whole which includes globally available
knowledge, belief, art, morals, law, customs, and any other capabilities and habits acquired by man
as a member of humanity. The components of global consumer culture are highly influenced by
economically developed countries’ lifestyles and values. Researchers argue that GCC, today, is
composed of globally diffused consumer images, symbols, and preferences that flow primarily
from the West (Alden et al. 2006; Zhou & Belk 2004). As the Anglo-Saxon West (United States
of America and Britain) is economically more powerful today, Western companies are more
successful at creating multinational brands and marketing a Western lifestyle across markets. On
the other hand, Appadurai (1996, p.31) argues that the United States, “is only one node of a
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complex transnational construction of imaginary landscapes.” The rise of globalization caused
increased availability of identically manufactured products in every market across the globe, media
facilitating the same images to be viewed and the same music to be listened to in different cultures,
and global news reaching even the most remote parts of the world. All of these influence and shape
global culture. Global consumer culture can be studied for all attributes that comprise it today;
however, as in any other culture, global consumer culture is also a dynamic and fluid phenomenon
to worldwide migrations (both voluntary and involuntary), and the rise of new ideas and the
dissemination of images and texts via electronic media (Appadurai 1996). Interconnectedness, not
only economically, but also socially and psychologically, has led to what Appadurai (1990) calls
the movement of “scapes” around the world creating a common culture above and beyond national
cultures (Arnould and Thompson 2005: Alden et al. 2006).
Appadurai divides the globe into “scapes,” which address the distinct and separate arenas
of the global landscape. He divides these into five “scapes”: 1) ethnoscapes, 2) technoscapes, 3)
financescapes, 4) mediascapes, and 5) ideoscapes. By ethnoscapes, he refers to moving groups or
individuals (i.e., migrating, changing places temporarily or permanently), which results in the
mingling of cultures. By technoscapes, he refers to the ever-fluid configuration of people and
machines that follow advancements in technology and production. By financescapes, he refers to
the rapid flow of capital in the world (i.e., currency markets, national stock exchanges, commodity
speculations). By mediascapes, he means, “large and complex repertoires of images, narratives,
and stories viewers throughout the world consume, in which the world of commodities and the
world of news and politics are profoundly mixed” (i.e. globally recognized closely related
landscapes of images). By ideoscapes, he means (often political) ideas, messages, terms, and
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images (i.e. freedom, welfare, rights, sovereignty, representation, and democracy). Essentially,
these “scapes” influence and construct GCC.
Media is a powerful translator of culture in the world. It conveys certain metaphors and
ideas that communicate certain ideals from the West and are in demand across the globe. American
ideals of democracy, equality, self-making, and opportunity are on worldwide media every day
through visual media and the news. This is realized through multiple forms of media today, with
advancing telecommunications strategies and media vehicles. Netflix brings movies, TV series,
and documentaries from everywhere in the world to its viewers everywhere in the world. News on
social media is borderless and consumers follow authors from everywhere in the world with one
click. Today, the use of Instagram, Twitter, and/or Facebook as news sources and communication
channels is very prevalent among consumers. People feel, think, and act on global issues even
though an action is taken far from home (i.e., individuals demonstrated in different parts of the
world for the Black Lives Matter cause after the death of George Floyd). Consumers can be
immersed in the global consumer culture by traveling abroad, living the mediascapes that promote
a global lifestyle, or simply observing what is going on in the world through mediascapes. Today,
it is almost impossible not to be exposed to these cultural symbols.
In addition to Appadurai’s five scapes, Ger and Belk (1996) suggest a sixth attribute
“consumptionscapes.” An important ingredient of global consumer culture is the consumption of
global brands and products. Many consumers are experiencing increasing numbers of exchanges
with outside cultures in their daily lives thanks to the availability of products in multiple markets.
Cultural exchanges of products and global brands shape the symbols and metaphors of GCC. One
can easily locate a McDonalds in almost any country in the world, which is now a globally
available brand and product, or eat a Turkish bagel in central Germany which is a local product to
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Turkey that is available in another culture. This means that more ideas, brands, products, and
services are becoming available across the world, whether they are global or local products.
McDonalds has become such a cult of GCC that Ritzer (2004) has called homogenization of
consumer cultures, “McDonaldization.” In parallel, Nike, H&M, Coca-Cola, and IKEA are brands
that are within consumers' awareness sets in almost every country and are shaping consumer tastes.
These brands are also marketing the lifestyle and values of their origin countries across the globe.
Batra et al. (2000) find evidence that consumption of global brands in the developing world stem
from admiration for the lifestyles in the economically developed countries and use of these brands
serves to signal participation in the GCC to others. As global brands are making Western lifestyles
and values (such as ideals of family, freedom, search for happiness, and individuality) achievable
and available to global consumers, consumers’ desires for these lifestyles and values are one of
the developed world’s chief exports (Ger and Belk 1996). Consumers (particularly) in the
developing markets find global brands as symbols of status, affluence, modernity, individuality,
freedom of choice, and rebellion against traditional institutions via consumption (Bar-Haim
1987). I can give the example of the fashion trends of blue jeans and t-shirts spreading from the
West and rapidly becoming very popular among consumers across the world. While demonstrating
how globalization impacts local regions, Arnett (2002, p. 775) gives an example that is a
demonstration of how GCC influences everyone’s lives:
In Latin America (Welti, 2002), most of the population has access to global information
through radio and television, which now reach into even the small towns. People are aware
of distant wars and the intimate details of the lives and deaths of global celebrities. Young
people copy the clothing and hairstyles of popular singers from the United States, as well
as Latin America, and learn the lyrics of songs in English even if they do not understand
them. E-mail is the preferred form of communication.
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1.6 Globalization and GCC’s impact on Global Identity
Cultural exchanges do not only facilitate the formation of an expansive culture, but they
also influence individuals’ psychological and social identities (Arnett 2000). Globalization
facilitates the free exchange of thoughts and communication across the world which leads to
individuals’ increased awareness of the world around them as a whole (Robertson 1992). Shaw
(1994) agrees that globalization leads to the formation of a common consciousness within
individuals about humanity. In its purest form, this common consciousness about humanity among
individuals is referred to as “global identity.”
Culture comprises and shapes individuals’ identities and acts as an interpretive framework
that will systematically bias how members of a given socio-cultural group will think, feel and act
(DeMooij 2004). Arnett (2002, p. 777) argues that global culture has primary psychological
impressions occur on consumers’ identities, identity being, “how people think about themselves
in relation to their social environments.” He highlights that most people worldwide now develop
bicultural identities; that is, the formation of an identity that is linked to the global culture
influences around them, alongside their local identity.
A global identity gives individuals a sense of belonging to a worldwide culture and includes
an awareness of the events, practices, styles, and information that are part of the global
culture. Their global identity allows them to communicate with people from diverse places
when they travel from home, when others travel to where they live, and when they
communicate with people in other places through media technology (Arnett 2002).
Hence, a suitable simple definition of global identity is that it is the general belonging to humanity,
the larger group of people who live on this planet.
Arnett (2000) suggests that while some consumers develop a bicultural identity
(coexistence of local and global identities), some will only have local identities and will never
develop global identities, and some will only have global identities and they will give up their local
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identities. According to Arnett (2002), individuals who face the consequences of globalization and
come across GCC will adopt one of four psychological coping mechanisms: 1) develop a bicultural
identity, 2) go into identity confusion, 3) participate in self-selected cultures untainted by the
global culture and its values, or 4) have lengthy periods of identity explorations beyond adolescent
years. In parallel to Arnett’s conceptualization, Alden, Steenkamp, and Batra (2006) hypothesize
that as a function of globalization and the spread of GCC, four sets of attitudinal responses will
materialize in consumers: 1) assimilation (homogenization with the GCC and convergence), 2)
separation (polarization), 3) hybridization (creolization, glocalization), and 4) marginalization
(lack of interest in GCC).
Surely, the psychological consequences of local culture on identity are as efficacious as
global culture’s impact on identity. Local identity can take up many shapes and forms from
ethnicity to nationality, to even smaller local identifications, for instance, with one’s
neighborhood. This dissertation aims to develop a comprehensive definition of global identity to
help better understand, articulate, and analyze it conceptually and to empirically explore its impact
on selected consumer purchase contexts.
1.7 Global Identity as a type of Social Identity
Adler was one of the first social psychologists to propose the idea that an individual may
have an interest in the wellness of all mankind and see this group as his or her ingroup (1929). He
proposed the idea of gemeinschaftsgefühl (social interest or community feeling) which indicates
that some individuals, “will act in the interest of mankind generally” and, “engage in activities that
express ‘helpfulness to all mankind, present and future’” (Adler 1929, p. 78; McFarland et al.
2019, p. 143). Allport explored this idea in 1958; that is, whether or not humanity can constitute
an “ingroup” for an individual (Allport 1958; McFarland et al. 2019). Allport’s theory (Figure 1)
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sets the basis for what social identity theory will later propose in terms of individuals' multiple
identities on the extent to which they belong to certain groups. McFarland et al. (2019, p. 143)
write that:
Allport proposed a series of concentric circles of ingroups with family as the closest
ingroup, one’s neighborhood usually the next closest, with farther out circles representing
one’s nation and racial stock. However, the outmost circle represented all humanity
(“mankind” in Allport’s terminology). Psychologically, it is easier to regard members of
the closer circles as constituting one’s ingroup. The outmost circle, representing all
humanity, whose boundaries are most extensive and whose membership is diverse and
often strange and unknown, is the most difficult to regard as an ingroup. Without humanity
becoming a common ingroup, human conflict appeared to Allport to be inevitable and
endless….. “Narrow circles can, without conflict, be supplemented by larger circles of
loyalty.
Figure 1: Allport’s (1958) depiction of in-groups

Tajfel and Turner (1979) extended this idea further. They conveyed that a person cultivates
a sense of who she is based on her group membership(s). These groups (e.g., family, social class,
sports team, nationality, etc.) are an important source of pride and self-esteem and they give
individuals a sense of social identity: a sense of belonging to the social world (Tajfel and Turner
1979). One’s strength of belonging to a group varies and people can experience different levels of
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internalization of the group’s norms, beliefs, and values (Tajfel and Turner 1979). However, these
groups that one self-categorizes to be a part of and the strength of that identification shape
individual identities (Brewer 1991; McFarland et. al 2019). It is also possible to have multiple
social identities; that is, one can cultivate a sense of belonging to more than one group. Oyserman
(2009) defines identity, “as a theory about who one was, is, and may become articulated via an
array of personal and social identities” and states that personal and social identity are malleable
and there can be situational differences in the relative salience of each (Oyserman and Lee 2008,
Oyserman 2009). McFarland et. al (2019) comment on the multiplicity of identities:
The lowest level of inclusiveness—a personal self-definition—represents the self as a
unique person. Beyond that, a virtually unlimited number of self-definitions on higher
levels of inclusion are possible (think of identification with your community, a sports team,
your faculty, your university), up to the level of ‘all humans’.
In parallel, global identity can be depicted as one social identity which reflects on the
individual’s belongingness and connectedness to a global community. Having a “global identity
means that consumers feel they belong to the global community and identify with a global
lifestyle” (Tu and Zhang 2012, p. 35). Moreover, having a global identity does not inhibit having
any other identity including a local identity. According to identity researchers, local identity and
global identity can co-exist.
1.8 This research
Global identity is an important phenomenon in marketing, because it is pertinent in
consumers’ decisions. It reflects the importance people place on the global community and is
interwoven with different actions of individuals. Even though several academics have looked at
how consumers with global identity act and react in the marketplace, studies have lacked a
comprehensive, more complete understanding of the concept, and its cross-culturally valid
measurement.
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In this dissertation, I aim to contribute to filling this void with two projects. First I aim to
develop a comprehensive domain of global identity in greater depth to provide a broader
understanding of the construct for future research. I hope to extend marketing theory and practice
by developing a valid and reliable tool for measuring the domain, and the sub-domains, of this
construct. This will enable a comprehensive understanding of the different sub-dimensions of what
comprises global identity. This should be a significant contribution to the literature for at least
three reasons. First, global identity has been portrayed in the literature as a unidimensional concept.
This is a natural outcome; first conceptualizations of constructs are typically portrayed and
apprehended as unidimensional in research. Constructs are then re-conceptualized multidimensionally after further thought on them gives rise to possible nuanced interpretations and
allows for detailed comprehensions of the construct. So far, understanding of the domain “global
identity” has remained shallow and underexplored. Given its importance in consumer behavior,
more comprehensive insight into its nuanced interpretations should allow researchers and
managers to understand global identity, its antecedents and possible outcomes in greater detail.
Second, a statistically rigorous scale built with data collected to represent different cultures, ages,
and genders will be more generalizable, enabling valid and reliable measurement of global identity
across time and across cultures. Third, a detailed re-conceptualization of global identity will
provide a deeper understanding of the sub-segments of the global identity construct. Recent
research suggests that the consumer segment that is globally connected may not be standard and
uniform, but be composed of several groups that are different from each other (global travelers
who are young, white-collar workers versus youth that is connected via the internet).
Understanding sub-segments of consumers who are globally networked and think and feel that
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they belong to global groups will allow researchers and practitioners to segment and target these
groups with greater success.
1.9 Structure of the Dissertation
This dissertation is structured as follows. The introductory chapter provides a brief
understanding and history of theory that leads to the formation of global identity. In the second
chapter, I review the extant literature on global identity conceptualizations. I will also underscore
the voids that still exist for a fuller understanding of global identity, and what is missing in its
former conceptualizations. The third chapter will explain the methodology and findings from
qualitative and empirical studies I conducted to understand and explain global identity. In this
chapter, I will also describe the process through which I was able to develop the conceptual
boundaries of the construct and validate its use in two distinct cultural settings. In chapter four, I
will discuss the conclusions from this research, present its theoretical and managerial implications,
discuss the limitations of my study, and offer future research ideas on global identity. In Essay
two, I will present my work on brand globalness and its possible influence on company moral
transgressions, and will describe future work on that project.
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CHAPTER 2: GLOBAL IDENTITY AND ITS FORMER CONCEPTUALIZATIONS
Global identity and all that surrounds it, the central focus of this dissertation, is anchored
in identity theory (IT), and its derivative, social identity theory (SIT). Although the IT and the SIT
provide different perspectives on the bases of identity (group in SIT and roles in IT), the cognitive
(depersonalization and belongingness in SIT and self-verification in IT) and the motivational
processes that each activates (self-esteem in SIT and self-efficacy in IT), when taken together, they
help establish a more integrated view of identity (Stets and Burke 2000). These theories are
important in explaining global identity because people feel good about themselves when they are
members of particular groups, i.e., when they belong to global communities; feel confident about
themselves when enacting particular roles, i.e., enhance self-esteem through the purchase of global
brands; and, feel that they are authentic when their (aspirational) identities are verified, i.e., signal
to others that they are members of a particular in-group (Stets and Burke 2000), for instance,
through their participation in the global consumer culture (Steenkamp 2019). Thus, IT and SIT
provide appropriate and worthy lenses through which global identity should be viewed.
Identity, its ingredients, and how it drives behavior has inspired a rich research stream in
the social sciences since the beginning of the 20th century (see Vignoles, Schwartz, and Luyckx
2011 for a brief history; Bagozzi et al. 2002). During this time, while some developed a deeper
understanding of identity’s many ingredients and their interrelationships (Reed et al. 2012), others
focused on the types of identity, e.g., individual, social, moral, and gender identities and how these
work in shaping behavior (Prince et al. 2020: Tajfel and Turner 1986). Still others developed
identity construals, i.e., independent, interdependent, and relational manifestations of identity in
various contexts, and how these might affect individuals’ evaluations of stimuli and motivate them
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to action (Brewer and Gardner 2010; Markus and Kitayama 1991; Oyserman 2009; Shavitt,
Torelli, and Wong 2009; Triandis and Gelfand 1998).
With the arrival of the 20th century, the shaping of new national-border configurations, as
well as the psychological and sociological trends these spawned, especially after World War II,
scholars began asking questions about identity-related constructs, such as ethnocentrism,
nationalism, patriotism, and internationalism. The conceptualizations of these dispositions inspired
the need for their measurement. That need led to the introduction of such constructs as
internationalism and world-mindedness. For example, Sampson and Smith (1957) conceptualized
worldmindedness as purely a value orientation, a frame of reference, apart from knowledge about,
or interest in international relations. They posited that a world-minded individual would be one
who favors a worldview of the problems of humanity, and whose primary reference group would
be mankind, rather than a national group. In parallel, Sampson and Smith (1957) conceptualized
internationalism as one’s concern about other nations’ welfare, involving global sharing of welfare
and empathy toward another nation’s people. Kosterman and Feshbach (1989) later developed a
scale with which to measure this attitudinal disposition. Though valuable in initiating discussion
about a window that opened to the world, these earlier conceptualizations were typically in the
context of either psychology (authoritarianism, optimism vs pessimism, security vs insecurity,
internalization vs externalization, ego-ideals, etc) or politics (attitudes toward nuclear policy or the
cold war, etc).
With the advent of the newest wave of globalization that swept the consumer world in the
later decades of the last century, social scientists began examining identity’s role in the
construction of global vs local mentalities and how these might shape consumers’ purchase
behavior of products they perceive as global and local. This research stream focused on
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manifestations of global (and local) identities (Arnett 2002), and later, on how these might affect
behavior in various contexts (Cleveland, Papadopoulos, and Laroche 2011).
The first attempts at producing a measurement tool for global identity was offered by Der
Karabetian and Balian (1992) and Der Karabetian and Ruiz (1997). Der Karabetian and Balian
(1992) undertook a study to measure affective aspects of global belonging on a Turkish-Armenian
sample. Later, Der Karabetian and Ruiz (1997) developed a scale to explain the types of
acculturation that immigrant groups were undergoing and discovered three types of identities in
immigrant Mexican-Americans: an American, a Global-Human, and a Mexican (ethnic) Identity.
The Global-Human Identity component of their scale included items that focused essentially on
global citizenship (see Appendix A). Even though this was a worthy first attempt at scaling global
identity and inspired many scholars after them, this measure was limited in its description of the
domain primarily because the authors did not employ rigorous scale development methods to
gauge different aspects of global-human identity into their conceptualization.
Der Karabetian and Balian (1992) and Der Karabetian and Ruiz’s (1997) work inspired
other scholars to develop their global-human identity assessment measures a decade later. For
example, Zhang and Khare (2009) developed a scale that helped measure local and global identities
and examined identity accessibility effects in consumers’ purchase behavior toward global and
local products. Their empirical study focused on whether enhancing the accessibility of local and
global identities would lead to favorable evaluations of local and global products, respectively.
Though their work excluded an enhanced portrayal of how their scale was built or a deep
conceptualization on what the global (or local) identity domain was comprised of, that
conceptualization was adopted by marketing researchers later as a measure of local and global
identity. They defined global identity as comprised of mental representations in which consumers
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believe in the positive effects of globalization, appreciate the commonalities rather than the
dissimilarities among people around the world, and are interested in global events. In essence, they
defined being global as identifying with the people of the world. Tu, Khare, and Zhang (2012)
later revised this scale to make it shorter and more convenient to use as a research tool.
Strizhakova and colleagues’ studies followed Zhang and Khare’s work. Their research
helped deepen our understanding of local and global identities and their manifestations in
consumer purchase contexts. For example, Strizhakova, Coulter, and Price (2008) developed the
belief in global citizenship expressed through the possession of global brands and connected
participation in global citizenship to the consumption of global brands (GCGB). They then built a
global citizenship scale (Strizhakova Coulter, and Price 2012b) comprised of three dimensions to
measure this tendency: 1) importance of global citizenship, 2) global identity and 3) global
citizenship though global brands. These two studies provided a valuable interpretation of
consumers’ self-brand connections; for instance, consumers’ global citizenship interpretations and
their resulting likely consumption of global brands, but they fell short of establishing a broader
and deeper conceptualization of global identity that should have included such dispositions as the
care of and concern for fellow human beings. Thus, their conceptualization of global identity was
related primarily to consumers’ pathways to the consumption of global brands, not to defining a
comprehensive domain of global identity, per se. Anchored in consumption contexts, Strizhakova
and colleagues’ studies provided valuable insights into the operating logic and managerial
applications of self-brand connections, such as how interpretations of global identity might drive
global brand ownership, but their work did not focus specifically on defining a more
comprehensive domain and marking the boundaries of global identity. They did provide a worthy
lens through which manifestations of global identity could be viewed, but the conceptualizations
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of global identity they offered lacked a more inclusive, yet internally-tighter, definition of global
identity.
In their most recent contribution to this strand of literature, Strizhakova and Coulter (2013)
offered a framework on the interplay between local versus global identities, consumption practices,
and the measurement of consumer cultural identity. They conceptualize a new construct based on
this logic labeled global connectedness, and offered a 7-item scale to measure it. Though a valuable
extension of their earlier work, this scale was still more about global citizenship and its
manifestations in the current global consumption orientation world (GCO, Alden et al. 2006),
rather than a comprehensive conceptualization and measurement of global identity and the factors
that comprise it more granularly.
More recent conceptualizations of global vs local identities by social psychologists have
been richer and their measurement has been psychometrically sounder. Among these, McFarland,
Webb, and Brown, (2012) propose an identification with all humanity scale, and Reese, Proch, and
Cohrs (2014) theorize a global social identification scale. Although these scales, too, add to our
comprehension of global identity and individual belonging with humanity, they still lack a
comprehensive description of global identity’s domain to help us understand that domain
thoroughly.
The purpose of this dissertation is to contribute to that understanding by developing a more
comprehensive conceptualization of global identity and developing a scale to measure that
construct. As a background to my work, I offer below brief descriptions and critiques of the earlier
attempts at conceptualizing and measuring global identity. Each of these constructs and their
measurement instruments attempted to describe identity formation and expression in a global
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context, but each fell short in doing so inclusively and comprehensively. The list of scales
developed for these constructs can be found in Appendix A.
2.1 Literature Review
1. Worldminded Attitudes and its Scale (32 items, 8 dimensions, Sampson and Smith 1957)
Sampson and Smith’s measure of worldminded attitudes, or worldmindedness is one of the
earliest scales that aims to assess individuals’ belonging to a larger group of people than their own
nation; that is, to the people of this world. Their 32-item worldmindedness scale measures a value
orientation; that is, a world-view and individual opinions and beliefs (independent of interest in or
knowledge of) regarding international relations. Sampson and Smith define worldmindedness as,
“a frame of reference, or value orientation, favoring a worldview of the problems of humanity,
with mankind, rather than the nationals of a particular country as the primary reference group”
(Sampson and Smith, 1957, p. 105). The scale includes four items (two positively and two
negatively-worded) in the following dimensions: 1) religion, 2) immigration, 3) government, 4)
economics, 5) patriotism, 6) race, 7) education, and 8) war. The scale rates those that favor respect
for “others” (people from different races, with different religious beliefs, and citizenship), have
positive opinions about diversity and immigration, who are pro-international trade, pro-education
and anti-war, as high in worldmindedness. Appreciation of human diversity (i.e., “Our country
should have the right to prohibit certain racial and religious groups from entering it to live” (reverse
coded)), supporting immigration (i.e., “Our country should permit the immigration of foreign
people even if it lowers our standard of living”), standing up for equality (i.e., “It would be a
dangerous procedure if every person in the world had equal rights, which were guaranteed by an
international charter” (reverse coded)), and endorsement of international organizations rather than
national ones (i.e., “All national governments ought to be abolished and replaced by one central
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world government”) are common themes in this scale. Sampson and Smith (1957) also reported
that their worldmindedness construct strongly and negatively correlated with the ethnocentrism
construct and its scale developed by Adorno et al. (1950).
The worldmindedness scale is well designed; the authors define the domain very well and
establish the need for its scale clearly. They also have a broad range of initial items they include
in their studies before they apply item-reduction, which suggests that they wanted to explain as
much of the domain as they possibly could by tapping into multiple sub-themes. The authors began
their domain definition effort with 60 items, but reduced this number to 32 items later.
Sampson and Smith’s work on developing the worldmindedness construct and scale can
be criticized, however, for several reasons. First, they do not subject their scale to factor analyses
to see if they are truly measuring distinct dimensions of worldmindedness to make up a higher
second-order construct (worldmindedness). They treat their scale as a unidimensional measure
from the outset. Second, the worldmindedness scale is dated and the items that comprise it may
not be representative today. Hett (1993) offers that social norms and beliefs progress with time
and several items from the 1957 scale are not applicable to the social context of 1993, let alone
2022. For example, some of the scale’s items about race, inclusiveness in society, and diversity of
populations, are worded in ways that could be open to misinterpretation today. Further, the
worldmindedness construct was conceptualized as an individual orientation with nationalism as its
opposite pole on a bipolar continuum, but later research showed that these orientations can coexist and be embraced simultaneously; thus, its scale may be unsound as a measure of true
worldmindedness (Hett 1993; Kosterman and Feshbach 1989; McFarland et al. 2019). As social
identity theory suggests, one can belong to a nation and the larger group of humanity
simultaneously. Another criticism levied at this scale is that it is aimed at measuring individuals’
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states of mind or their opinions and lacks items that tap into their personality traits, knowledge,
behavioral tendencies, or affective states that may also help define worldmindedness (Hett 1993;
Kosterman and Feshbach 1989; Smith and Rosen 1958).
2. Internationalism Scale (9 items, unidimensional, Kosterman and Feshbach 1989)
Kosterman and Feshbach’s internationalism scale measures attitudes towards other
nations. Specifically, it examines attitudes towards national (U.S. in their case) involvement in
promoting global welfare equality, alleviation of poverty in other countries other than one’s own,
and equal share of prosperity and wealth among nations. “Internationalism focuses on international
sharing and welfare, and reflects an empathy for the people of other countries” (Kosterman and
Feshbach 1989, p.271). In essence, Kosterman and Feshbach attempted to conceptualize patriotism
(feelings of attachment to America) and nationalism (the view that America is superior and should
be dominant in the international political space) with the hopes to clarify the similarities and the
differences between the two as they had been used interchangeably in the literature. The
internationalism scale emerged from that attempt as a 9-item factor as a part of a three-dimensional,
second order factor. It measured Americans’ perceptions of their country’s standing on
international political affairs within the context of how this connected with, but was not necessarily
orthogonal to, patriotism and nationalism. They found that internationalism correlated weakly and
negatively with their patriotism and nationalism constructs, but correlated positively with support
for a nuclear freeze, and weakly positively with support for civil liberties (factor 4), and for the
creation of a world government (factor 5).
Although this scale envisions a narrower definition of the domain of internationalism
(limited to individuals’ political opinions) and measures only a sub-theme within that domain, it
was constructed psychometrically soundly. The authors’ definition of internationalism was derived
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from political science theory and their scale development process employed sound scale
development procedures. That process led to 6 factors where they labeled factor 1 (12 items) as
patriotism, factor 2 (8 items) as nationalism, factor 3 (9 items) as internationalism, factor 4 (7
items) as civil liberties, factor 5 (6 items) as world government, and factor 6 (4 items) as smugness.
They retained 46 items in the scale.
There are at least three criticisms that can be levied against this scale. First, the scale is
unidimensional and measures political attitudes toward world sharing, global welfare, and
equitable distribution of the world’s resources among nations. It taps opinions about Americans’
vs. others’ life standards, welfare, wealth, and resources and how these should be redistributed
more equitably among the world’s citizens. It does not tap attitudes toward international trade or
international institutions, nor does it tap individuals’ psychological profiles, such as personality
traits, cognitions, affective states, and/or behavioral responses that may be parts of the
internationalism construct. Second, the scale was developed with a young, and primarily
American, sample (undergraduate students at UCLA and high school students in Washington
state), that limits its generalizability to other settings. It reflects only Americans’ perspectives on
internationalism. Lastly, the scale may be outdated for today’s globally more-integrated economic
environment. Internationalism today may carry a different meaning than it did some 30 years ago.
3. Global Human Identity Scale (7 items, unidimensional, Der-Karabetian and Ruiz 1997)
Originally developed by Der-Karabatian and Rosen in 1990, and adapted later by DerKarabetian and Balian in 1992 and Der-Karabetian and Ruiz 1997, the Global-human identity scale
is one of the first scales where global-human identity is treated as a form of social identity. DerKarabetian and Ruiz describe global-human identity as awareness of world-wide characteristics,
discovering the wider global community and internalizing it as another aspect of one’s social
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identity (Der-Karabetian and Ruiz 1997). This 7-item scale measures identification with the global
human community and belongingness to the larger group of humanity. This scale has inspired
multiple marketing and psychology studies later. For example, Westjohn, Arnold, and Magnusson
(2009) used this scale while looking at consumer behavior in the use of new technologies.
Westjohn et al. (2012) used this scale again when evaluating advertising effectiveness for
consumers who seek belonging in the emerging global culture. The scale is unidimensional where
all items are expected to load onto one second-order factor, global-human identity. The scale
includes six affective items and one cognitive item. The cognitive item is a self-identification as a
citizen of the world. In their studies, Der-Karabetian and Balian (1992) found that their globalhuman identity construct correlated positively with individuals’ education levels and negatively
with Armenian identity for a sample of Turkish-Armenian adults. Additionally, Der-Karabetian
and Ruiz (1997) found that their global-human identity construct correlated positively but weakly
with educational aspirations for a sample of second- generation Latino-Americans in the United
States. In a later study, Der-Karabetian et al. (2018) reported that their global-human identity
construct correlated positively with self-reported sustainable behaviors (recycling, saving water,
and saving energy).
Even though the Global Human Identity Scale has inspired several international marketing
studies (including this dissertation) and research in psychology, there are several ways in which it
can be improved. First, this scale is heavily reliant on measuring an individual’s affective states,
with six of its seven items focusing on the affective elements of an individual’s psychological
make-up. The scale does not provide a comprehensive conceptualization of global-human identity;
it is unidimensional. The structure of the scale and the wording of its items tap an affective
attachment of a person to the global world and emotional self-categorization of individuals among
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other world citizens (“village”). The scale measures only one sub-theme that describes globalhuman identity: primarily, affective awareness of global community membership and excludes
focus on the cognitive, evaluative, and behavioral dimensions that describe and evaluate belonging
in humanity. Further, the scale items include many metaphors which is left up to interpretation by
ordinary people. These metaphors may not translate well into other languages (i.e., “global
village,” “next-door neighbors,” “touch someone,” “family”).
A methodological void in the scale’s development is the small sample used in its
development: 70 Turkish-Armenians living on Kinali Island off of metropolitan Istanbul. The
nature of this sample may limit its use in other ethnic populations. Der-Karabetian and Balian note
that their participants were all upper-middle class and may not necessarily represent TurkishArmenians in general (Der-Karabetian and Balian 1992). A scale development effort with a more
diverse dataset may have led to a scale with a different set of items and factors that underlie global
human identity.
4. Belief in Global Citizenship through Global Brands Scale (3 items, unidimensional,
Strizhakova Coulter, and Price 2008)
In the international marketing literature, Strizhakova, Coulter, and Price (2008) were the
first to develop a construct and its scale to quantitatively measure belief in global citizenship.
Anchoring their work in cultural identity theory, they proposed to measure global cultural identity
with this construct. In their empirical study of the relationship between consumer ethnocentrism,
cultural openness, and branded product importance, they went through a rigorous process to
develop the belief in global citizenship construct. Though later they defined belief in global
citizenship as the identification with and concern for the global world rather than a particular
country, initially they visualized it as the belief that consumers share when using global brands, a
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rather restrictive conceptualization (Strizhakova, Coulter, and Price 2008, Strizhakova Coulter,
and Price 2012b). Holt, Quelch and Taylor (2004) propose that global brands facilitate the creation
of an imagined global identity that is shared with like-minded people. In a similar vein,
Strizhakova, Coulter, and Price (2008) suggest that branded products are symbols of global
consumer culture. Buying and consuming global brands enable consumers to participate in global
consumer culture and express a belonging in the global consumer cohort; hence global brands can
create a belief in a person’s association with a “global village” (Alden, Steenkamp and Batra 1999;
Appadurai 1990; Holt, Quelch and Taylor 2004; Strizhakova Coulter, and Price 2008).
Strizhakova, Coulter, and Price (2008) showed that consumers with a stronger belief in global
citizenship thru global brands will consider branded products as more important, and by extension,
will prefer global to local brands. They further showed that consumers will use quality and selfidentity brand signals on the relationships between global citizenship through global brands and
the importance they attach to branded products (in the US and Russia) as well as purchases of
global brands (in the US, the UK, and Russia). They demonstrated that consumers’ involvement
with branded products and purchases of global brands are driven by consumers’ use of brands as
signals of quality and self-identity as citizens of a global consumer culture. They found that in the
developed countries (the US and the UK), consumers project the importance of branded products
through their more frequent purchases and greater use of brands as self-identity signals. That is,
consumers with a stronger belief in global citizenship through global brands are more likely to use
brands as symbolic signals and to express their identity through brands. In the developing countries
(Russia), quality and self-identity signals mediate the importance of branded products and their
purchases. Thus, consumers’ use of global brands as quality signals provides a distinct competitive
advantage to global brands over local brands in both the developed and the developing countries.

29

The strengths of the global citizenship through global brands scale include the following.
First, it was developed through extensive qualitative work in Ukraine, Russia, and the U.S. Second,
it involved comprehensive empirical studies in a transition economy (Ukraine), an emerging BRIC
market (Russia), and a developed country (the US), enhancing the generalizability of its findings.
Some of the construct’s and its scale’s weaknesses include first, its exclusive focus on expressing
global citizenship or belonging to the global community through the consumption of global brands.
Second, the items that comprise the scale are about the affective ingredients of belonging with the
rest of the world through global brand purchase (i.e., “Buying global brands makes me feel like a
citizen of the world”). It does not consider other indicators of global citizenship, i.e., caring for
others that are a part of the global community, feeling a membership to this group while not
consuming global brands, feeling a responsibility towards shared resources and interest in learning
about others, etc. That is, the scale does not consider other components of attitudes, orientations,
cognitions, personality traits, and the like, other than affective states, i.e., belonging expressed
through the possession of global brands.
In sum, this construct and its scale developed by Strizhakova and colleagues is valuable in
helping interpret consumers’ self-brand connections, i.e., global citizenship identity through global
brand consumption, but it falls short of establishing a broader and deeper conceptualization of
global identity that includes the care of, and concern for, fellow human beings. Their
conceptualizations of identity are related primarily to consumers’ pathways to the consumption of
global brands, not to defining a comprehensive domain of global identity.
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5. Global Citizenship Scale (9 items, 3 dimensions, Strizhakova Coulter, and Price 2012b,
working paper)
Strizhakova, Coulter, and Price extended their belief in global citizenship through global
brands scale (Strizhakova, Coulter, and Price 2008) with the global citizenship scale (2012b). In
this new, expanded conceptualization, they envisioned global citizenship to be a consumer’s
connection with and concern for the global world and its citizens (Strizhakova, Coulter, and Price
2012b). To measure global citizenship, they developed a model comprised of three factors 1)
importance of global citizenship (four new items - two affective and two evaluative statements),
2) global identity (two items - both affective statements) from Der-Karabetian and Ruiz 1997) and
3) global citizenship though global brands (three items – two affective and one evaluative
statement from Strizhakova, Coulter, and Price 2008). The first two factors in their model tap selfawareness of global membership, while the third one explores belonging with the global
community through consumption of global brands. The authors create this scale with the purpose
of using it as a moderating variable for their empirical work testing the relationship between causerelated green marketing efforts by (global and local) companies and consumer attitudinal responses
and willingness to pay a premium for cause-related marketing efforts.
Although this expanded scale taps into more sub-themes within global identity when
compared to their previous, narrower scale, it still lacks a comprehensive understanding and
conceptualization of global identity in its broadest sense. The authors add two items from DerKarabetian and Ruiz for measuring global identity, and four new items for measuring importance
of global citizenship, in addition to some items from their former, narrower-scoped scale that
measures belief in global citizenship through the use and consumption of global brands. This scale
does add the self-awareness of global citizenship sub-theme into the global identity construct,
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along with measuring global membership via the use of global brands, but is still void of a broader
conceptualization of global identity.
The first factor, importance of global citizenship, inspects self-awareness and the
importance of global belonging effectively. The four items are all worded with simple and
universal statements (i.e., “Participation in the global world is important to me.”). They are easy
to translate to other languages, and researchers can expect that individuals will infer similar
meanings from the items. The items have high loadings, and the factor has a high loading onto the
second order factor. The model replicates across data from respondents from the U.S., Brazil, the
U.K., and Russia.
The second factor uses two statements from Der-Kerabetian and Ruiz (1997) that are not
as clear and universal as the ones used for the first factor of the scale. Both items comprising this
factor are affective statements; this factor lacks cognitive, evaluative, or behavioral items that can
describe and evaluate belonging with humanity. As discussed earlier, both items include
metaphors, which may lead to confusion among members of some cultures and may not translate
well to all languages (i.e., “I feel like I am ‘next-door neighbors’ with people living in other parts
of the world.”). Even though these items are investigating a relevant and important part of global
identity, simpler and more concise statements would lead to better understanding of what the items
are really trying to evaluate and give more reliable results to researchers.
The third factor measures whether, and the extent to which, consumers feel they are a part
of a global community through consumption of global brands. Two items on this factor are
affective statements that measure belonging with the rest of the world initiated through buying
global brands (i.e., “Buying global brands gives me a sense of belonging to the global
marketplace”).
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In sum, one can conclude that this scale enhances our understanding of belonging to the
global community; but it still remains incomplete in terms of conceptualizing and helping measure
the global identity construct in broader terms. For instance, the scale does not explore sub-themes
that describe global identity in ways other than its three dimensions, i.e., curiosity about world
cultures, oneness with the world, and stewardship of the world. It is also unclear how the authors
generated the items for their first factor, importance of global citizenship; no information is
provided in terms of whether these items were pulled from the literature or were generated after
qualitative exploration. It is further unclear how the three-factor model was generated by the
authors. For instance, as the first two factors are very similar in nature, was the proposed threedimensional model compared against a two- dimensional model (where the first two factors might
load onto a latent construct together)? Alternatively, the third factor has a comparatively low
loading onto the second order factor (with a lambda of .51) among the Brazilian respondents,
which also suggests that a better fitting model could have been explored. In short, the scale
development journey of this scale is missing from the published paper and more insights would
help the reader understand the thought-process that was involved in developing this scale.
6. Global Connectedness (7 items, unidimensional, Strizhakova and Coulter 2013)
As a continuation of their work in cultural identity theory, Strizhakova and Coulter (2013)
built yet another measure to assess an individual’s global cultural identity. They titled this
construct global connectedness. The authors define global connectedness as, “an individuals’
overall attachment and belonging to the global world” (Strizhakova and Coulter 2013, p. 73).
Inspired by Cameron (2004) and Russell and Russell’s (2010) work on group identity and
geographic identity, this tool was specifically designed to measure, “the salience of global group
membership and consumer attachment to the global group”; that is, an individual’s global
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connectedness (Strizhakova and Coulter 2013, p. 73). The scale is conceptualized to be
unidimensional and it has a total of seven items; it includes three evaluative items, two affective
items and two cognitive items. All items revolve around the sub-theme of attachment to the global
world and self-identification as a citizen of the world. Moreover, the whole purpose of this new
scale is to be used as a moderating variable in Strizhakova and Coulter’s empirical models to test
the relationship between materialism and environmentally friendly consumption tendencies.
This scale has several strengths and several ways in which it can be improved. First, it
includes items that are cognitive, affective, and evaluative, leading to a more comprehensive
measure about belonging to the global community (i.e., “I would describe myself as a global
citizen” evaluative statement, “I think of myself as a global citizen” cognitive statement, “I feel
connected to the global world” affective statement). Second, the items are worded with simple and
universal language, making it is easy to translate into other languages so that individuals in
different countries will likely infer similar meanings from the items. Like the authors’ earlier
identity development and scale development efforts, however, this scale also lacks a
comprehensive conceptualization of global identity. The items examine only one sub-theme of
connecting with the global community: self-awareness of global membership. The authors do not
provide insight into what else may comprise this construct. Given that this scale was developed
from a large data base (total sample size of 1872 individuals) across six countries (Brazil, Russia,
India, China, USA, and Australia); and high factor loadings and a good model fit for a
unidimensional scale at the aggregate level was achieved in doing this, it would be safe to conclude
that the scale has cross-cultural reliability. Nonetheless, the scale is weak in offering a more
comprehensive picture of global identity that would help move international marketing thought
and practice forward.
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7. Local-Global Identity Full Scale (19 items, 2 dimensions, Zhang and Khare 2009) and Its
Shorter Version (8 items, 2 dimensions, Tu, Khare, and Zhang 2012)
In another cluster of studies offered to the literature at about the same time as Strizhakova
and colleagues’ works, Zhang and Khare (2009) built a two-dimensional scale to measure localglobal identity. Their work was rooted in Arnett’s work on globalization and localization (Arnett
2002). Based on that work, they defined global identity as, “mental representations in which
consumers believe in the positive effects of globalization, recognize the commonalities rather than
the dissimilarities among people around the world” (Zhang and Khare 2009, p. 525). According to
them, being global meant identifying with the people around the world. Their scale aimed to
measure the impact of accessible identities on the evaluation of global (vs. local) products. Arnett’s
work, supported by social identity theory (Tajfel and Turner 1979) indicates that consumers like
to hold positive self-views and prefer to hold and process identity-consistent information; that is,
individuals re-organize their identity portfolios upon receiving stimuli such that preferred identities
become more prominent and accessible than other identities inducing responses that are consistent
with the characteristics of these prominent identities. Since a person can have both local and global
identities available but will be uncomfortable with having both strong at the same time, she will
lean toward the one that is stronger and more accessible than the other when responding to stimuli,
such as brand communication (Arnett 2000). Based on this thinking, Zhang and Khare aimed to
answer the question of whether enhancing the accessibility of local vs. global identities will lead
to favorable evaluations of local vs. global products. Specifically, they asked whether a product
that is positioned as global will appeal more to consumers whose global identity is more accessible,
while a product that is positioned as local will appeal more to consumers whose local identity is
more accessible, reasoning that an accessible local identity will make the consumer weigh the local
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positioning information more heavily and favorably than an accessible global identity (Zhang and
Khare 2009).
Even though Zhang and Khare’s work (2009) focused specifically on the impact of
accessible identities when consumers evaluated global vs local products, they succeeded in
building a two-factor, effective scale (local vs global identity) with 10 items loading to the local
identity factor and 9 items loading to the global identity factor. The global identity factor, my focus
in this dissertation, is composed of five statements on cognitive beliefs (i.e., “I believe our world
is becoming similar’), two evaluative statements (i.e., “I strongly identify that I am a global
citizen”), one behavioral statement (i.e., “I am well aware of global events”) and one attitudinal
statement (i.e., “I like to know about people in other parts of the world”). Tu, Zhang, and Khare
(2012) later developed a shortened version of this 19-item scale, an 8-item, still 2 factor measure
with 4 items each loading onto the local and the global identity factors, respectively. Only one out
of the eight items comprising this scale was taken from the original 19-item scale, the others had
changes in their wording (please see Appendix A). Tu, Zhang, and Khare (2012) showed that their
global identity construct and its scale predict attitudes towards global brands effectively. They also
showed that their global identity construct positively correlated with global consumption
orientation’s (Alden et al. 2006) assimilation dimension, and negatively correlated with its
separation dimension.
The development of the first scale (19 items, 2008), described in a conference proceeding
paper, contains limited information on how the scale was developed. Tu, Khare, and Zhang (2012)
later confirm that the authors, “did not employ traditional scale development procedures” for this
initial scale. Most crucially, a researcher expects to see a precise definition of the construct in
relation to the literature, identification of existing measures (if any) and a description of how the
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new measure relates to the existing ones. Next, some explanation on how the initial item generation
happened and how the selection of the used set of 19 occurred would add to the understanding of
the construct and its reliability and validity. The authors establish the scale through one study
(Study 1) and they use a sample of adult consumers in a Southwestern U.S. city for this study. This
suggests that the item elimination process and factor structure was established by using only
American consumers and the scale may not generalize to measure global identity across other
cultural groups.
The scale development process for the shorter scale with the short 8-item scale of
consumers’ local-global identity (2012) achieves much higher standards than the earlier (and
longer) scale proposed by the same authors; however, this scale also lacks a comprehensive
discovery of the meaning of the construct. The development of the second scale (8 items, 2012)
aims to, “shorten [the] 19-item scale for better use, but also apply scale development procedures
systematically” (Tu, Khare, and Zhang, 2012, p. 35). The biggest concern about this scale is that
it does not take a fresh approach in trying to better understand and explain the construct of localglobal identity, but instead starts building on the foundations of the earlier scale. Since the earlier
scale did not have very sound foundations, however, its problems carry forward into this new scale.
For example, the authors select 5 items that have the highest loadings for each factor (total of 10
items) according to the (not-publicly reported) factor loadings of their 2009 study, without
conducting a thorough literature review, expert interviews or interviews with lay-people, and they
work with only those items for all their studies. Deeper thinking on what these constructs are and
what they mean to individuals would have helped the authors to 1) develop a deeper understanding
of what the construct is really comprised of; 2) demonstrate the meaning and the sub-themes of
this construct for research; 3) explicate the nomological network of this construct clearly to show

37

where it sits relative to its related constructs; and 4) start with a diverse set of initial items that tap
into different sub-themes that may explain the construct of local-global identity with higher
chances of later obtaining the most explanatory items in the final scale. Moreover, an initial set of
five items per factor is too little, especially considering the fact that the authors reduced one item
from each factor to end up with four items per factor. The authors reduced a total of two items
from the whole scale to achieve the final scale that consists of a total of eight items. The highest
loading items are also selected only by using the responses of American student samples (from
2008 & 2009 studies) which are not a diverse group The items that were retained likely solely
reflect the opinions of young Americans. Hence the initial item development and selection
mechanism of the authors is under-compelling.
A second issue with the short 8-item identity scale is that it has been built and refined with
responses from student and non-student samples from the U.S. and the U.K. Although the authors
propose this as a strength of their scale-building practices, I believe that these groups are not
diverse enough for cross-cultural generalizability. Both the U.S. and the U.K. are developed
countries, primarily in the same Anglo-Saxon cultural cluster (Inglehart and Baker 2000). The
respondents in these samples are likely very similar in their feeling and understanding of localglobal identities. These two groups are better than working with samples from only one culture;
however, if samples are collected from emerging markets, developing countries, and more
collectivistic cultures then the concluding scales can be more comprehensive and more
appropriately reflect a fuller everyone’s understanding of the construct(s). Specifically,
comparison of factor loadings of items for cross-cultural groups also can lead to selection of crossculturally generalizable items to be retained in the final scale. In sum, though the authors engage
in a rigorous scale refinement process when going from a 19-item to an 8-item scale in their
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development of local/global identity conceptualizations, their work is still incomplete in painting
a more comprehensive picture of global identity.
8. Identification with All Humanity Scale (9 items, unidimensional, McFarland, Webb and
Brown, 2012)
Inspired by the personality theories of Alfred Adler and Abraham Maslow, McFarland,
Webb, and Brown (2012) created an operational measure to assess identification with all humanity
(IWAH). The authors do not define their domain explicitly in their article, but they state their
intentions are to, “examine the unique associations with caring about all humans everywhere”
(McFarland, Webb and Brown, 2012, p. 833). The IWAH Scale consists of nine, three-part items,
where all questions are answered by the respondents for 1) people in their community, 2) people
in their country (i.e. Americans), and 3) all humans everywhere. The sum or the mean of nine
items answered for “all humans everywhere” (option c for all items) is an assessment of
“identification for all humanity” for a given individual. The authors anticipate that those who
identify with all humans everywhere will correlate positively with local and national
identifications, suggesting that those who care about all humans will likely also care about their
closer groups (McFarland, Webb, and Brown, 2012). For this reason, they include assessments of
identification with local and national groups along with identification with humanity. The authors
find that these items are unidimensional, although they also report that later studies in several
countries find two-factor solutions (McFarland and Hornsby 2015; Reese et al. 2015; Reysen and
Hackett 2016) with their scale. The two-dimensional model has two factors for in-group identity,
namely 1) feeling a part of one’s group, and 2) being concerned for one’s group. Reese et al. (2015)
name them as global self-definition (sense of membership in the global in-group) and global selfinvestment (proactive concern for the well-being of the global group and its members). The items
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investigate respondents’ in-group identification (i.e., How often do you use the word “we” to refer
to the following group of people?”), affective states of feeling close, feeling a part of, having
concern for, caring, and wanting to help (i.e., How much do you identify with (that is feeling a
part of, feel love toward, have concern for) each of the following), and beliefs about common and
shared points (i.e., How much would you say you have in common with the following groups?).
McFarland, Webb, and Brown (2012) also report that their IWAH construct negatively correlates
with ethnocentrism (Altemeyer 1996), but positively correlates with universalism (Schwartz,
1992), two facets of dispositional empathy (Davis 1983), principled moral reasoning (Kohlberg,
1969), knowledge of global humanitarian concerns (McFarland and Mathews 2005), and
international altruism (measured by intentions to donate to an international charity, UNICEF).
This scale also has positive and negative features. First, the authors’ lack of definition for
the psychological construct leads to a limited number of items generated for the initial item pool.
The authors do not seek to have a deep knowledge of lay understanding of the term and they don’t
attempt to understand what people think/feel/do when they express identification with all of
humanity. Instead, they seem to want to create a measurement tool purely for a construct that Adler
(1927) and Maslow (1954) thought of: care for all humanity, which is how fully mature individuals
care deeply about humanity. Secondly, the absence of their desire to conduct a profound
exploration of the domain translates to a very low number of items they include in their initial item
pool. The authors themselves generate 10 items for the scale and they keep 9 items for the final
scale. Lacking a clear definition of their domain, the authors have a narrow-minded beginning and
they are limited in the number of different sub-themes that they examine within the domain of
global identity. The authors also do not employ an item-reduction strategy after they come up with

40

their 10 items. The only reason they drop one of the items is because the Venn-diagrams that are
in the options of the questionnaire are hard to include in questionnaires.
Even though a thorough description of the IWAH construct’s domain is not fully laid out
by the authors in their work, the IWAH scale does a commendable job by covering several clusters
under the domain. The items are structured to tap into consumers’ self-identification with the
global community (people all over the world), their affective states about these people (care for,
be loyal to, be responsible towards, want to help, feel love toward, have concern for), and their
beliefs. Especially the affective states the scale taps into are comprehensive and provide a richer
understanding of the domain. The authors also employ psychometrically strong scale development
practices and show the reliability, validity and predictive ability of the final 9-item scale. This
scale is also widely used and cited in the literature.
9. Global Social Identification Scale (Reese, Proch, and Cohrs 2014)
Reese, Proch, and Cohrs (2014) develop the global social identification scale based on
social identity theory. They tried to reflect the cognitive, affective, and conative aspects of having
a social identity that is associated with belonging with the global social group. Unfortunately, there
is very little information revealed by the authors on how they defined the psychological domain to
develop their scale. Reese, Proch, and Cohrs (2014) developed this scale while trying to investigate
the psychological antecedents that affect the perception of, and behavioral responses to, global
inequality. Hence their work revolves around global inequality; the scale is developed to measure
global social identification’s impact on individual responses to global inequality.
The global social identification scale is composed of five items, with two of these as
affective statements (i.e., “I feel a strong bond with members of the world community”) and three
as evaluative statements (i.e., “Being a part of the world community is an important part of my
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identity”). The authors reported that the scale correlates positively with personality traits of
openness and agreeableness. The authors also showed that individuals that rank higher on the
global social identification scale are likelier to see global inequality as unjust and be more willing
to act against global injustice (Reese, Proch, and Cohrs 2014).
This scale is effective in evaluating self-awareness of global membership; however, there
are several weaknesses with the scale. On the positive side, the scale has diverse statements about
individuals’ affective and cognitive states about belonging with the world community, and its
reported reliability and validity are satisfactory. On the other hand, the authors’ conceptualization
of global identity includes only the dimension of self-awareness. Hence the domain of global
identity is not thoroughly evaluated by the authors. The scale was assessed only using German
samples, which means that the final scale was not achieved with diverse samples and may not be
generalizable across cultures and countries.
2.2 Differences of My Global Identity Scale from Those Already Proposed in the Literature
The author of this dissertation attempted to build a better scale than those already proposed
in the literature, guided by three objectives in mind: 1) build a scale that reflects an exhaustive
understanding of the psychological domain of global identity; 2) construct a generalizable
measurement tool that can be used to reflect the global identity of any person at any point in time;
and 3) build this tool with systematically sound statistical scale development procedures.
Global human identity is not only relevant in responsible consumption, but is also directly
associated with sustainable behaviors and in working on global problems. Hence, establishing a
comprehensive global identity measurement tool will help marketing managers to direct
consumers towards global and socially-responsible brands, and guide researchers to explore what
can make individuals, firms, and communities act for the collective benefit of the human race. To
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achieve that purpose, I employ a meticulous review of the literature on global identity. What I
summarize in the literature review section is merely a handful of what I found as the most relevant
during my research. I then conduct multiple focus group interviews with people across different
parts of the world to arrive at a fuller comprehension of what lay people understand from belonging
to a global community. This way, I am able to reconcile what is proposed in the literature and
create a synthesis of this with the lay understanding of the construct. My efforts to provide a
thorough explanation of the construct guide the construction of the measurement tool with clear
and set boundaries. Subsequently, this enables a good filtering mechanism for the preliminary item
set; I include all generated items that fall into my description and leave out items that do not. I also
try to set a clear explanation of the concepts I include in the domain and suggest areas where they
can be used and applied researchers of global identity as their measurement tool.
In order to cover as many psychological ingredients of the global identity construct as is
possible, I start off with many items in the initial item set. Keeping within the limits of what emerge
as common sub-domains from my literature review and consumer focus group interviews, I
generate and keep as many items as I can (while keeping diversity in themes and variety in
statement wording) in the initial item pool. This way, I try to start off my research (and item
reduction process) explaining as much of the psychological domain as I can and ensure to have the
highest explanatory power with the reduced and concise final scale. Additionally, I try to have
heterogeneity in what the items are asking for in terms of cognitive states, affective states,
behavior, evaluation, opinions, and beliefs. Following this logic, I generate the best possible design
of the scale while retaining the fewest possible items that have maximum explanatory power.
With the intention of a thorough explanation of the construct, I empirically test and
discriminately measure several sub-domains of global identity in my work. I construct my scale
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with multidimensionality in mind, to provide a detailed description of its domain. I divide the
construct into separate dimensions and identify four distinct but interrelated clusters that can be
located to a second-order factor. The purpose of my multidimensional conceptualization and
modeling effort is to bring greater granularity to global identity dimensions, thereby offering
global identity researchers a clearer and more comprehensive picture of what undergirds global
identity as a psychological construct.
To be better able to describe an individual’s global identity, I adopt a qualitative approach
to understand the perception of individuals from different cultures when they consider the global
community and their belonging to it. This multicultural preliminary research allows me to explore
many concepts and themes individuals from different cultures possess and express about global
identity. After gathering insights from a culturally diverse group of people. I collect data in two
culturally-different countries to be able to test the scale empirically among adult samples. This
allows us to test and establish the cross-cultural generalizability of the measurement tool. Thus, I
am able to come up with the model that will apply to a diverse group of people.
With the intentions to appeal to multicultural groups, I also try to assemble the items with
simple and accessible wording. As an international marketing researcher, I want to create a scale
that would reflect similar meanings if used in different contexts or cultures. For example, the word
diversity has different connotations in different cultures. In the U.S., diversity is used to mean
human diversity; it resembles multiple cultures, multiple races, and multiple genders. The word
diversity has different associations for Turkish people. For them, human diversity has meaning in
experiences, traditions, geographical locations, and religious backgrounds instead of race and
gender. Diversity also meant different things 30 years ago vs. today. Hence, in developing my
scale, I use very clear wording in the items, free of words that are metaphors, cultural acronyms,
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and those that may evoke different meanings in different cultures. I keep this objective of
simplicity not only in the writing of the items in the initial pool, but also in my item reduction
process. For instance, I realized during my research that instead of using the term diversity, it is
clearer for everyone if I state, “people no matter where they are from and who they are….”
Including clear, understandable and straightforward items in the scale enables relatively equivalent
interpretations by people from all over the world.
Last, I try to employ a statistically-sound approach in the scale development process. I
collect data from two different cultural settings when doing the initial item reduction, and
demonstrate the psychometric properties of the final scale, including its reliability, and
discriminant and convergent validity with related constructs. I also test the scale’s predictive
ability and cross-cultural generalizability. Following traditional scale development procedures and
ensuring diverse and representative adult sample responses, I propose to produce a very
explanatory, reliable, and generalizable scale for global identity. I describe this approach in my
next chapter.
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CHAPTER 3: METHODOLOGY & FINDINGS
The principal aim of this dissertation is to develop a comprehensive conceptual schema for
global identity and offer a better measurement tool of the global identity construct to the
international marketing literature. My objective is to identify as many valid dimensions within the
global identity construct as possible, so that I can provide the most exhaustive information on what
makes up the global identity construct. As my literature review section summarizes, previous
scales of global identity have portrayed it as a unidimensional or a two-dimensional construct,
highlighting mostly a singular dimension of what comprises global identity. In this research, I
conceptualized global identity’s domain to be multidimensional, and explore the multiple
dimensions that compose it. In this chapter, I describe the methodology I used to uncover global
identity’s domain and its dimensions through three studies.
In Study 1, I conducted an exploratory data collection effort to develop a qualitative
understanding of an ordinary person’s definition of global identity. My purpose was to arrive at a
more comprehensive conceptualization of global identity’s domain than was available in the extant
literature. This process yielded and initial set of items that corresponded to five distinct factors. In
study 2, I conducted several Exploratory Factor Analyses (EFA) and Confirmatory Factor
Analyses (CFA) to refine my scale and finalize the composition of global identity and the scale I
had set out to develop and measure it. As a part of this process I compared my proposed model of
global identity to alternative models and showed that my model performs better than the competing
models. I ran reliability and validity tests to underscore the psychometric rigor in the scale
development process. In Study 3, I subjected the model to a stronger validity test by conducting a
multi-trait/multimethod matrix (MTMM) analysis where I compared a unipolar scale version of
my scale to a Likert (multipolar) scale version. These two scale versions served as method factors
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in the design which helped further refine the scale. I also established discriminant and convergent
validity in this study.
3.1 Conceptualization
Definition and Conceptualization of Global Identity
I conceptualize global identity as a form of social identity where an individual with
this identity feels a cognitive and an emotional connection with the group of people that are
referred to as “citizens of the world,” and cares for, and acts toward advancing the well-being
of this group and humanity as a whole. In this perspective, global identity is comprised of
four components: sense of global connectedness, curiosity about world cultures, oneness with
the world community, and stewardship of the world. Viewing global identity as a composite
construct that is comprised of several aspects, I expected that a multidimensional model would
provide a more accurate and more precise measurement of the construct and will be a better
model fit than a unidimensional model. Global identity derives its full meaning from its
dimensions. Each of these dimensions can be treated as its own construct, but will likely will
form a conceptual unity; though, they are not required to. Therefore, I will investigate the
sub-dimensions of global identity separately in this section.
3.2 Study 1- Exploring the Dimensions of Global Identity and Item Generation
As I discussed in Chapter 2, some sub-dimensions of the global identity domain have been
explored by researchers. However, existing conceptualizations of global identity have not fully
examined the cognitive and the affective components of the construct, especially from the
perspective of ordinary people. To contribute to filling this gap, I began my research with exploring
ordinary citizens’ conceptualizations of global identity by conducting focus group interviews. The
aim of these efforts was to provide a fuller understanding of the construct. The focus group
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fieldwork I conducted in Study 1 examines the layperson’s interpretation of the meaning of global
identity.
Method
I selected 76 (30 males and 46 females) respondents from diverse backgrounds and
conducted focus groups in different cultures. The focus groups consisted of 3-8 participants
including myself, serving as the moderator. The discussions took place online over Zoom,
respondents were required to turn their video on, and participate from quiet and non-distracting
environments to be able to mimic an in-person interaction. Focus groups ranged between 90 to 120
minutes in total and were recorded on the moderator’s computer which was then stored in an
encrypted folder until they were transcribed. While video recordings included identifiers such as
the participant’s name and surname, the transcriptions did not include identifying information on
the participants. Overall, four groups of American students studying at a large Midwestern public
university, one group of American adults, two groups of Turkish students studying at a large
private university in Istanbul, two groups of Turkish working adults, two groups of young Indian
adults, one group of young Chinese adults, two groups of students studying in Austria, and one
group of students studying in France were interviewed. The focus group interviews had three
phases: 1) introduction, 2) self-evaluation of belonging within the global community, and 3) group
discussion on what global identity is. During the focus group interviews, the participants were first
told that they were welcome to share anything that came to their minds during discussion including
their emotions, thoughts, and beliefs, and that there were no right or wrong answers for anything
that was going to be discussed throughout the call. For the first phase, the participants were asked
to introduce themselves to the rest of the group. For the second phase, they were asked to answer
the question of whether they felt they belonged within a global community which consists of
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everyone living on this planet and why. All participants were expected to answer questions during
the first two phases in the order that the moderator guided them. For the third phase, a discussion
was initiated by the moderator with a prompt for the participants to explain what they thought
belonging with a global community meant. The third phase was a group discussion where the
moderator inserted questions as necessary. For the full list of prompting questions, please refer to
Table 1.
Table 1: Prompting Questions Used by Moderator in Focus Groups
•Introduce yourself with a couple sentences.
•How old are you
•Occupation if any
•Where were you born
•Where were your parents/grandparents born
•What does it mean to have a global identity?
• Do you identify as a part of global community? Are you a global citizen?
•What is it about you that makes you a global citizen?
•List 5 reasons for why you identify that way
•Tell us why that reason is important to you
•What is it about you that does not make you a global citizen?
•Who is a global citizen? What are some of her/his characteristics?
•What does it mean to be a citizen? Of a state? Of a country?
•What are some advantages or benefits of being a global citizen?
•What are some disadvantages of being a global citizen?
•What matters most to global citizens?
•Why is being a global citizen important to you?

The recordings were then transcribed to summaries and the emerging themes in the
conversations were summarized, eliminating redundancies. Table 2 includes all unique descriptors
that emerged from these conversations. After a series of coding, analyzing, grouping, and
refinement efforts, five main themes were identified that were potential sub-domains of global
identity. These dimensions include sense of connectedness, curiosity about world cultures,
oneness with the world community, respecting the dignity of others, and stewardship of the
world.
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Table 2: Dimensions of Global Identity
SENSE OF GLOBAL CONNECTEDNESS

RESPECTING THE DIGNITY OF OTHERS

Unity with other humans who live on this planet

Respect the freedom of others

Feeling a belonging with a global community

Respect different ideas and opinions

Identify with a global community

Listening to both sides of an argument

Connecting with people

Sensitive to other cultures' practices*

Feeling a bond with others

Cherishing diversity and differences

Understand that all events have outcomes that impact everyone on Earth

Care for people who have less

CURIOSITY ABOUT WORLD CULTURES

Fear of offending and hurting others

Curiosity about how others live

Upset about injustice

Enjoying human interaction and dialogue

Anger when people are treated unfair

Eager to learn about other cultures and perspectives

Activism for equality and justice

Engagement with others from different backgrounds

Desire to make a positive impact on other people's lives

Interest in immersing oneself in other cultures

Improve other's lives

Interest in hearing other perspectives

STEWARDSHIP OF THE WORLD

Read, travel and learn about other people

Responsible use of resources, conservation of resources

Passion to learn about what is going on in the world

No waste, reduce trash

Knowledge, interest and involvement in global affairs

Environmental concern

Conscious and concerned about world issues

Promote a positive change

Feeling a responsibility to get to know others

Advocate for a better world

Openness to living elsewhere

Consume ethical products

Feeling welcome anywhere in the world

Consume sustainably

Easily adapting to new cultures

Give back

Raising awareness about differences in the world

Desire to fix world's problems

Educating oneself and others about different perspectives

Help others

Sensitive to other cultures' practices*

Encourage others to give back

ONENESS WITH THE WORLD COMMUNITY

Educate others on global issues

Equality, justice and fairness for all
Basic universal human needs
All humans should be treated equal
Passionate about other people
Care for others and their struggles
Feeling empathy towards others
Compassion for others
Promotion of unity
Care about problems of humanity
Reciprocity
Selflessness
Community orientation
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1) Sense of Connectedness
The first, and the most common, theme that arose during focus groups is sense of
connectedness. This dimension focuses on self-identification with global human community and
feeling a connectedness with others living on the planet. Those respondents who feel a belonging
in a community of global citizens frequently express that they feel a unity with everyone who live
on this planet. An individual who identifies as being global also feels a kind of attachment or a
bond with all humans in the world. The sense of connectedness global citizens feel also enables
them to see how one’s actions have a ripple effect on others’ lives and how events from around
the world impact other individuals’ lives including themselves.
2) Curiosity About World Cultures
Another important dimension that emerged in focus groups is a global citizen’s curiosity.
Many respondents, who identified as global, used the word curiosity and articulated that they are
genuinely interested in learning about other people’s perspectives and other people’s lives. Global
citizens are generally curious about how others live, how they view the world, and how they solve
their problems. Global citizens state that they enjoy dialogue and engaging with other cultures.
Openness to other perspectives, humbleness, and responsiveness to be improved by other people
are listed characteristics of individuals that have global identity. When explaining how he is open
to engaging in a conversation, one respondent stated, “We always learn best practices from others.
I am solely accustomed to doing things in a certain way and that may not be an effective or efficient
way of doing things. We should be open to other ideas.” A global citizen enjoys interacting with
people from diverse backgrounds and cultures. Globally-minded people feel responsible to meet
other people and get to know their life stories as human beings. Similarly, these people express
interest in traveling the world or connecting with individuals that they meet during their travels.
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Indian and Turkish respondents who identified as global citizens also expressed comfort and ease
with being able to live anywhere in the world and highlighted their skills of being able to adapt to
living in any culture. Additionally, global individuals follow the world news, they share an interest
in gaining knowledge about global affairs and get involved in them. They are passionate to learn
about what is going on in the world.
3) Oneness with the World Community
Following connectedness and curiosity, oneness with the world community was the third
important theme that emanated from the conversations. Respondents who expressed a belonging
with the global community expressed beliefs in equality, justice, and fairness for all individuals
who are a part of the global community. Global citizens conveyed believing that all individuals
should have access to basic universal human needs. Respondents who advocate for oneness with
the world community suggested that they advocate unity on Earth among members of their
community. Several respondents said that they were, “all living similar lives with similar situations
and outcomes.” These individuals have compassion for others, they care for anyone that they
interact with no matter who they are and what their background is, and find it easy to empathize
with others. They express selflessness, being able to act for the good of the community and passion
for others. These individuals intrinsically demand that every human being is given equal
opportunity and is treated the same. They believe that humans have more things in common than
things that make them different. These respondents also stated feeling a responsibility to educate
others about equality, global issues and human rights.
4) Respecting the Dignity of Others
A fourth dimension that emerged was respecting the dignity of other people living on this
planet. This included respecting the freedom and choices of others and advocating for positive
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change in the global community. This dimension is similar to, but different from, sense of
connectedness and oneness with the world community in a way that individuals who respect the
dignity of others actively fight against anything that hurts the dignity of others. The individuals
articulate appreciation of diversity, and cherishing people from all backgrounds. They also take
pride in respecting different ideas, and in advocating for all people to have equal chances in life.
Individuals that advocate for dignity of others also appreciate differences between individuals and
believe that these differences make us human. They also vouch for the longevity and the
preservation of local cultures. These individuals care for those who have less in the world and are
concerned about world issues (such as poverty, and access to basic human rights across the globe).
Hence they express activism for equality and justice.
This dimension can be thought of as an extension of the oneness dimension. An individual
may press for the dignity of other individuals, above and beyond thinking that all humans are
equal. In a way, one has to feel oneness with others before one can respect the dignity of others.
5) Stewardship of the World
The last dimension that emerged from the focus group interviews was stewardship of the
world. Individuals who identify as global disclose consciousness in the way that they use the
world’s resources. Aligned with the oneness dimension, these individuals believe in the equal
rights of access of the world’s resources by everyone on this planet. Likewise, these individuals
do not waste food, water and energy. They use and consume products conscientiously, they reduce
their consumptions when feasible, and buy from ethical and sustainable sources when they can.
These individuals also desire to fix world issues and give back to help whenever they can. They
believe in the redistribution of wealth and resources across all human beings. Lastly, they educate
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others on world issues as they believe this can lead to a positive change in the way that everyone
is more conscientious in their actions.
Results and Generation of Preliminary Survey Items
Focus groups data were then interpreted in the light of the extant literature and used to
generate a comprehensive unrefined scale with preliminary survey items. The objective was to
generate as many items as possible, so that this new scale could explain the maximum breadth of
the domain with minimum redundancy. This input yielded an initial set of 35 items (anchored 1 =
does not describe me at all, 5 = describes me very well) capturing the 5 dimensions developed
from the focus group interviews. Items were worded at a general level of abstraction rather than
referring to specific issues, or concepts (i.e., “I try to be responsible in my consumption of the
world’s resources.” instead of, “I try to be responsible in my consumption of water.”) I also
included conceptually differing items to embrace individuals’ emotions, thoughts, beliefs, traits
and actions. The list of items also borrowed several concepts from the existing literature as there
were established conceptualizations of what the global identity construct already included in its
domain. Nonetheless, a majority of the items used in the scale development process came from the
focus group interviews.
Serving as experts, two marketing professors judged the items after being introduced to the
output of the focus groups and evaluated the representativeness, diversity, and quality of the items.
They were asked to modify, add or eliminate items as they deemed appropriate. This process
resulted in the modification of several items and the addition of 3 items. The resulting 38-item set
was then used to collect data for Study 2. These items are listed in Table 3.
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Table 3: Items of the Preliminary Global Identity Scale
SENSE OF GLOBAL CONNECTEDNESS
B1 I feel like I belong to the global community.
B2

I think I am a member of the global community.

B3

I like to associate with the people all around the world.

B4

I believe that what I do here at home has an impact on everyone around the world.

B5

Events from around the world affect my life.

CURIOSITY ABOUT WORLD CULTURES
C1 I enjoy interacting with people from different cultures.
C2

I keep updated with global affairs.

C3

I like learning about other cultures and lifestyles.

C4

I am willing to put my own views aside, in the face of a new cultural experience.

C5

When I am exposed to different perspectives, I am eager to learn more.

C6

I think experiencing other cultures enriches me as a person.

C7

I am concerned about global issues (i.e., poverty, access to basic human rights, global warming, etc.)

C8

I am sensitive to different cultures’ practices.

C9

I feel like I can live anywhere in the world.

ONENESS WITH THE WORLD COMMUNITY
O1 I believe all humans are equal.
O2

I want every human being to be treated the same, even people I don’t know

O3

As humans, we all face similar situations and outcomes.

O4

I feel compassion for other people who live on this planet.

O5

I find it easy to put myself in other people’s shoes.

O6

I care for other people no matter where they are from and who they are.

O7

I believe people are more the same than they are different.

O8

I advocate for equal rights for all in my daily life.
I feel a responsibility to educate others about global issues (i.e., poverty, access to basic human
O9
rights, global warming, etc.)
RESPECTING THE DIGNITY OF OTHERS
D1 I respect the freedom and choices of other people.
D2

I take pride in respecting different ideas.

D3

I cherish diversity.

D4

Seeing people who have less in life saddens me.

D5

Extinction of cultures saddens me.

D6

I feel anger when someone is treated unfairly, even people I don’t know.

STEWARDSHIP OF THE WORLD
S1 I try to be responsible in my consumption of the world’s resources.
S2

I try not to harm the planet.

S3

I speak out against those who pollute the environment.

S4

I try to live sustainably and participate in the “reduce, reuse, recycle” culture.

S5

I make efforts not to be wasteful.

S6

I try to make a positive impact on the world.

S7

I prioritize the group’s needs over my own

S8

I help others who are in need.

S9

I give back to society.
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3.3 Study 2: Scale Development and Item Refinement
In Study 2, I refined the scale development process with data collected from two countries
(Turkey and the United States). This effort reduced the number of factors to four, and the total
number of items in the scale to 16 using exploratory factor analysis (EFA). I then tested the 4factor model separately among subsets of the data (Turkey, the United States, female and male) to
confirm the generalizability of the model describing global identity.
Method
The preliminary set of 38 items was administered to a total sample of 455 respondents, 205
from Turkey and 250 from the USA. The respondents provided 5-point unipolar scale responses
(anchored as 1 = does not describe me at all, 5 = describes me very well). Data were collected
using research firms in both countries. The questionnaire in the USA was administered in English
and the questionnaire in Turkey was administered in Turkish. For the Turkish survey, a double
back-translation procedure was used to verify equivalence to the English version. For the
American sample, responses from 29 respondents were replaced as they failed to pass the attention
checks. Another 20 responses were deleted for being straight liners (standard deviation calculated
for the answers of these respondents was equal to zero) or for spending too little time taking the
survey. Similarly for the Turkish sample, responses from 5 respondents were replaced as they
failed to pass the attention checks. A total sample of 430 respondents remained in the final data
used in the analysis (200 from Turkey and 230 from the USA). For the American sample, 109 of
the 230 respondents were female; for the Turkish sample, 97 of the 200 respondents were female.
For both samples, I strived for relatively representative samples in terms of data from different
genders, age, ethnicity (for the USA), state (or city) of residence, and income.
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Analysis and Results
Exploratory and confirmatory factor analyses (EFA and CFA) were the primary methods
of analysis, conducted using Lisrel 8.8. For the exploratory factor analysis (EFA), an oblique
maximum likelihood estimation procedure with promax rotation was used. This rotation converged
in 6 iterations. Satisfactory items were those loading equal to or above 0.40, any coefficient lower
than that was suppressed. Items that had factor cross-loadings more than .25 led to items deleted,
even though some loaded highly on a given factor. As a result of this analysis, a four factor model
emerged. Examination of the scree plot confirmed four factors. The retained factors were labeled:
sense of connectedness (4 items), curiosity about world cultures (7 items), oneness with the
world community (6 items), and stewardship of the world (8 items). EFA results are shared in
Figure 1, Table 4a, and Table 4b. The list of retained items and item loadings are listed in Table
4b.
Figure 2: The Scree Plot from Exploratory Factor Analysis (Study 2)
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Table 4a: Exploratory Factor Analysis Results (Study 2)

Total Variance Explained

Initial Eigenvalues
% of
Variance
Cumulative %
46.85
46.85

Extraction Sums of Squared Loadings
% of
Cumulative
Total
Variance
%
17.34
45.64
45.64

Rotation
Sums of
Squared
Loadings

Factor
1

Total
17.80

2

2.36

6.21

53.06

1.90

4.99

50.64

11.37

3

1.65

4.35

57.40

1.21

3.18

53.82

14.12

4

1.45

3.82

61.23

1.20

3.16

56.98

10.89

5

1.01

2.66

63.89

0.51

1.34

58.32

12.11

6

0.88

2.30

66.19

7

0.87

2.28

68.48

0.14

0.37

100.00

…
38

Extraction Method: Maximum Likelihood
Rotation Method: Promax with Kaiser Normalization.
Rotation converged in 6 iterations.

Total
14.85
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Table 4b: Exploratory Factor Analysis Results (Study 2)
Communalities

Pattern Matrix Item Factor Loadings
B1*

1

2

3

4
0.796

B2*
0.328

B3
B4*
B5*

Initial
0.715

Extraction
0.771

0.770

0.690

0.704

0.545

0.617

0.625

0.702

0.487

0.465

0.504

0.514

0.447

0.678

0.690

0.642

0.624

0.840

C1*
C2

5

0.340

0.322

C3*

1.025

0.773

0.821

C4*

0.623

0.568

0.534

C5*

0.685

0.722

0.707

C6*

0.963

0.762

0.775

0.621

0.599

0.694

0.682

0.389

0.332

C7

0.257

0.307

C8*

0.515

C9*

0.546

0.252

O1*

0.704

0.559

0.545

O2*

0.752

0.595

0.577

O3*

0.501

0.486

0.389

O4*

0.839

0.559

0.542

O5

0.342

0.539

0.493

O6*

0.783

0.576

0.563

O7*

0.500

O8

0.266

0.338

O9
D1

0.292

0.392

0.286

0.689

0.617

0.662

0.589

0.639

0.647

0.527

0.446

0.620

0.573

0.438

D2

0.371

0.281

D3

0.346

0.638

0.555

D4

0.394

0.582

0.513

D5

0.306

0.272

0.561

0.441

D6

0.429

0.353

0.576

0.514

S1*

0.874

0.751

0.764

S2*

0.897

0.635

0.633

S3

0.605

0.674

0.679

S4*

0.846

0.686

0.673

S5*

0.845

0.661

0.622

S6*

0.823

0.720

0.736

S7*

0.399

0.462

0.363

S8*

0.653

0.607

0.574

S9*

0.707

0.635

0.596

-0.264

0.284

Extraction Method: Maximum Likelihood
Rotation Method: Promax with Kaiser Normalization.
Rotation converged in 6 iterations.

0.373

59

Components consisting of 25 items generated by the EFA procedure were then subjected
to a confirmatory factor analysis (CFA). Overall, the 4-factor model fit the data very well. The
results showed that measurements satisfied the 4-factor model fit, where the observed loadings
and the average variance extracted per factor were all high. The NNFI (.98) and CFI (.98) were
above the threshold values of .95, and the Standardized RMR (.048) was less than .08. The
RMSEA value (0.064) was a bit higher than required, but was very close to the threshold value of
.06. The psychometric properties of this model with 25 items are depicted in Table 5.
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Table 5: Confirmatory Factor Analysis Results on All Data with 25 items (Study 2)
Latent Variable

Item loadings

Item

SENSE OF
GLOBAL
CONNECTEDNESS

CURIOSITY
ABOUT WORLD
CULTURES

B1*

3.57

1.32

B2*

0.84

3.52

1.35

B4*

0.67

3.41

1.30

B5*

0.67

3.56

1.24

0.81

3.92

1.16

C3*

0.88

4.08

1.16

C4

0.73

3.65

1.19

C5*

0.84

4.06

1.12

C6*

0.87

4.06

1.18

C8

0.81

4.00

1.20

C9

0.57

3.32

1.32

0.75

4.35

1.01

O2*

0.76

4.33

0.98

O3

0.62

3.90

1.12

O4*

0.70

3.90

1.13

O6*

0.74

4.09

1.10

O7

0.55

3.72

1.18

0.86

4.00

1.12

S2*

0.79

4.18

1.10

S4

0.81

3.91

1.18

S5

0.78

4.14

1.08

S6*

0.86

4.20

1.01

S7

0.58

3.48

1.21

S8*

0.73

4.17

1.01

S9

0.77

3.78

1.11

Cronbach's alpha

0.92

Fit Measures
430
700.7

df

269

NNFI

0.98

CFI

0.98

Standardized RMR

0.048

RMSEA

0.064

All factor loadings and correlations are significant at p<0.001.
Chi squared values are significant at p<0.00.

0.48

0.84

S1*

Chi Squared

0.63

0.92

O1*

N

0.59

0.85

Cronbach's alpha

STEWARDSHIP OF
THE WORLD

Average Variance
Extracted (AVE)

Factor
4

C1*

Cronbach's alpha

ONENESS WITH
THE WORLD
COMMUNITY

Factor
3

Item
S.D.

Factor
1
0.88

Cronbach's alpha

Factor
2

Item
Means

0.60
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After this step, I decided to further refine the scale with a stepwise purification procedure
until 4 items per factor remained (16 total). Both item loadings and the meaning of items were
used as guidelines during this step (i.e., items with higher loadings and items that are more
generalizable and applicable were preferred over items with lower loadings and items that are more
specific). The resulting 4-factor scale is shared on Table 6a. The 16 items, 4-factor scale was
subjected to a confirmatory factor analysis (CFA) again according to the model on Figure 6a.
Overall, the 4-factor model did not fit the data very well, which was surprising given that the longer
scale resulted in a better fit in the previous step. In this reduced scale model, the observed loadings
and the average variance extracted per factor were all high and the chi squared value was
significant and satisfactory. However, the NNFI (.88), and the CFI (.89) values were unsatisfactory
and below the threshold values of .95, the Standardized RMR (.330) was unsatisfactory and was
above .08, and the RMSEA value (0.200) was higher than the required threshold value of .06. The
psychometric properties of this model with 25 items are depicted in Table 6b.
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Table 6a: Global Identity Scale Reduced to 16 Items Total
Item Number

Item Wording
SENSE OF GLOBAL CONNECTEDNESS

B1

I feel like I belong to the global community.

B2

I think I am a member of the global community.

B4

I believe that what I do here at home has an impact on everyone around the world.

B5

Events from around the world are a part of my life.
CURIOSITY ABOUT WORLD CULTURES

C1

I enjoy interacting with people from different cultures.

C3

I like learning about other cultures and lifestyles.

C5

When I am exposed to different perspectives, I am eager to learn more.

C6

I think experiencing other cultures enriches me as a person.
ONENESS WITH THE WORLD COMMUNITY

O1

I believe all humans are equal.

O2

I want every human being to be treated the same, even people I don’t know.

O4

I feel compassion for other people who live on this planet.

O6

I care for other people no matter where they are from and who they are.
STEWARDSHIP OF THE WORLD

S1

I try to be responsible in my consumption of the world’s resources.

S2

I try not to harm the planet.

S6

I try to make a positive impact on the world.

S8

I help others who are in need.

Figure 3: 16 Items & 4 Factors CFA Model (Study 2)
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Table 6b: Confirmatory Factor Analysis Results on All Data with 16 items (Study 2)

Latent Variable

Item

SENSE OF GLOBAL
CONNECTEDNESS

B1*

Factor
1
0.89

B2*
B4*
B5*
Cronbach's alpha

CURIOSITY ABOUT
WORLD CULTURES

Factor
2

Average
Variance
Extracted
(AVE)

Factor
4
1.32

0.84

3.52

1.35

0.67

3.41

1.30

0.67

3.56

1.24

0.60

0.85

C1*

0.82

3.92

1.16

C3*

0.90

4.08

1.16

C5*

0.81

4.06

1.12

C6*

0.89

4.06

1.18

0.73

0.91

O1*

0.76

4.35

1.01

O2*

0.78

4.33

0.98

O4*

0.69

3.90

1.13

O6*

0.76

4.09

1.10

Cronbach's alpha

STEWARDSHIP OF
THE WORLD

Factor
3

Item
S.D.

3.57

Cronbach's alpha

ONENESS WITH
THE WORLD
COMMUNITY

Item
Means

Item loadings

0.56

0.83

S1*

0.83

4.00

1.12

S2*

0.77

4.18

1.10

S6*

0.89

4.20

1.01

S8*

0.74

4.17

1.01

Cronbach's alpha

0.66

0.88

Fit Measures
N
Chi Squared

430
3074.2

df

278

NNFI

0.88

CFI

0.89

Standardized RMR

0.330

RMSEA

0.200

All factor loadings and correlations are significant at p<0.001.
Chi squared values are significant at p<0.001.

Next, I assessed the best fitting structural model for the 16 remaining items. Based on the
conceptual development, comparison to previous research, and early empirical findings, I tried to
fit a 4-factor model with 4 items loading onto each factor. However, as shown on Table 6b, this
model was not a good fit. Given the meaning and wording of the items, I additionally speculated
that three of the four factors may have separate sub-factors that needed to be tested. In particular,
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I speculated that the sense of connectedness factor would be composed of two sub-factors labeled
membership in a global community and universal connectedness. I further speculated that the
oneness with the world community factor would be composed of two sub-factors labeled belief in
universal equality and care for others, and that the stewardship of the world factor would be
composed of two sub-factors labeled environmental stewardship and social stewardship.
The newly speculated 7-factor model was a better fit. The factor loadings and the four
goodness-of-fit indices (RMSEA, NNFI, CFI, and Standardized RMR) show that the model fits
well. I ran this model my total data set, and sub-groups of the data (Turkish and the American
samples separately, females and males in sum, females and males within the Turkish and American
samples separately). All factor loadings and the goodness-of-fit indices indicated that this model
fit the data very well. Table 7a, 7c and 7d summarizes these findings.
Next, I conducted chi-squared difference tests to show that the factor pattern, factor
loadings, factor variances and group means are invariant between sub-groups of the data. The
factor patterns and factor loadings mostly showed invariance and generalizability across the
groups.
Chi squared difference tests showed that the factor pattern and the factor loadings are
invariant across American respondents and Turkish respondents (Chi squared (9) = 7.97), and that
the invariant factor loading model fitted the data well (Chi squared (175) = 268.76, NNFI=0.99,
CFI=0.99, RMSEA=0.05). However, the variances and the means of the factors were variant
across the American and the Turkish data: Turkish respondents consistently responded to the scale
items with higher means (only the mean of factor 5 showed invariance across the two groups) and
smaller variance.
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Chi squared difference tests also showed that the factor pattern, factor loadings, factor
variances and group means were invariant across the female and the male groups within the
American respondent group (Chi squared (9) = 7.32), and an invariant factor loading model fitted
the data well (Chi squared (175) = 307.16, NNFI=0.97, CFI=0.98, RMSEA=0.081).
However, chi squared difference tests between the male and the female respondents within
the Turkish sample showed that none of the following were invariant within these groups: factor
patterns, factor loadings, factor variances and group means. Three outcomes were particularly
interesting in these tests. First, question B5, C1 and O2 have statistically significantly different
loadings for female and male groups within the Turkish respondents. This suggests that there may
be inherent differences between genders in different cultures in terms of beliefs about global
identity. Further investigation of such differences, not only in Turkey, but also in other cultural
contexts would be beneficial for better understanding of global identity evaluations. Second,
Turkish male respondents have significantly higher means on factors 2, 3, 4, 5, and 7 compared
with their Turkish female counterparts with significantly less variance. This is an odd finding and
suggests that Turkish male respondents may be high in social desirability responding. I hope to
further investigate this group in future studies with an implementation of a social desirability scale
into the survey. Last, the sample size for the different genders within countries (approximately 100
participants per gender) may not have had sufficient power for these chi squared tests, hence a
repetition of these tests with larger sample sizes would be more insightful in future research.
Additionally, chi squared difference tests showed that the factor pattern and the factor
loadings are invariant across the Turkish female respondents and the American female respondents
(Chi squared (9) = 10.51), and an invariant model fitted the data well (Chi squared (175) = 296.23,

66

NNFI=0.97, CFI=0.98, RMSEA=0.067). However the variances and the means of factors showed
to be variant across the Turkish female respondents and American female respondents.
Finally, chi squared difference tests between the Turkish male respondents and the
American male respondents showed that none of the following were invariant within these groups:
factor pattern, factor loadings, factor variances and group means. It showed that the Turkish male
respondents had statistically significantly higher means than their American male counterparts
with statistically significantly lower variances. Similar to my evaluation of the Turkish female and
the American female comparison tests, I believe that there will be merit in replicating these tests
with Turkish males with a higher sample size and inclusion of a social desirability measurement.
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Table 6c: Final Global Identity Scale Organized in 7-Factors
SENSE OF GLOBAL CONNECTEDNESS
Membership in a global community
B1 I feel like I belong to the global community.
B2 I think I am a member of the global community.
Universal connectedness
B4 I believe that what I do here at home has an impact on everyone around the world.
B5 Events from around the world are a part of my life.
CURIOSITY ABOUT WORLD CULTURES
C1 I enjoy interacting with people from different cultures.
C3 I like learning about other cultures and lifestyles.
C5 When I am exposed to different perspectives, I am eager to learn more.
C6 I think experiencing other cultures enriches me as a person.
ONENESS WITH THE WORLD COMMUNITY
Belief in universal equality
O1 I believe all humans are equal.
O2 I want every human being to be treated the same, even people I don’t know.
Care for others
O4 I feel compassion for other people who live on this planet.
O6 I care for other people no matter where they are from and who they are.
STEWARDSHIP OF THE WORLD
Environmental stewardship
S1 I try to be responsible in my consumption of the world’s resources.
S2 I try not to harm the planet.
Social stewardship
S6 I try to make a positive impact on the world.
S8 I help others who are in need.
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Figure 2b: Proposed 16 Items & 7 Factors CFA model for Global Identity (Study 2)
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Table 7b: Tests of Invariance between Groups (Study 2)
Table i: U.S.A data compared to Turkey data

Global Goodness of Fit Statistics
Chi Squared
df
NNFI
CFI
RMSEA
P value for the Chi squared

Step 1
Invariance of
the Factor
Pattern
(Baseline)
260.79
166
0.98

Step 2
Invariance
of the
Factor
Loadings
268.76
175
0.99

0.99
0.052

(2-1)
7.97
9

0.99
0.050

Step 3
Invariance
of
Variances
of Factors
362.10
182
0.97

Step 4
(3-1)
101.31
16

0.98
0.065
0.54

Invariance
of Group
Means
331.59
184
0.98

(5-1)
70.80
18

0.98
0.060
< .00001

< .00001

Group 1 is defined as USA and Group 2 is defined as Turkey.

Table ii: Factor means comparison of U.S.A data and Turkey data (kappa values)
Mean of Turkish respondents –
mean of American respondents
Kappa

S.E.

1.08
0.55
0.79
0.44
0.01

0.09
0.09
0.08
0.09
0.09

Factor 1
Factor 2
Factor 3
Factor 4
Factor 5
Factor 6
Factor 7

1.08
0.09
0.85
0.09
Statistically significant differences are marked bold.

Table iii: Female data compared to male data within the U.S.A group

Global Goodness of Fit Statistics
Chi Squared

Step 1
Invariance
of the
Factor
Pattern
(Baseline)
299.84

Step 2

Step 3

Invariance
of the
Factor
Loadings

Invariance
of
Variances
of Factors

(2-1)

Step 4

(3-1)

Invariance
of Group
Means

(5-1)

307.16

7.32

316.05

16.21

322.25

22.41

df

166

175

9

182

16

191

25

NNFI

0.97

0.97

0.97

0.97

CFI

0.98

RMSEA

0.082

0.98
0.081

0.98
0.079

0.98
0.076

P value for the Chi squared
Group 1 is defined as USA Female and Group 2 is defined as USA Male.

0.60

0.44

0.61
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Table iv: Factor means comparison of Turkish male and Turkish females (kappa values)
Mean of male Turkish respondents –
mean of female Turkish respondents
Factor 1
Factor 2
Factor 3
Factor 4
Factor 5
Factor 6
Factor 7

Kappa
0.26
0.29

S.E.
0.13
0.14

0.31

0.10

0.31

0.11

0.36

0.13

0.14

0.07

0.18
0.07
Statistically significant differences are marked bold.

Table v: Turkish Female data compared to American female data

258.72

269.23

10.51

Step 3
Invariance
of
Variances
and
Covarianc
es of
Factors
368.78

df

166

175

9

203

NNFI

0.97

0.97

0.95

0.96

CFI

0.98

RMSEA

0.070

0.98
0.067

0.96
0.086

0.97
0.075

Global Goodness of Fit Statistics
Chi Squared

Step 1

Step 2

Invariance
of the
Factor
Pattern
(Baseline)

Invariance
of the
Factor
Loadings

(2-1)

P value for the Chi squared

0.31

Step 4

(3-1)

Invariance
of Group
Means

(5-1)

110.06

303.51

44.79

37

184

18

< .00001

0.0004

Group 1 is defined as TR Female and Group 2 is defined as US Female.

Table vi: Turkish male data compared to American male data

Global Goodness of Fit Statistics
Chi Squared
df
NNFI
CFI
RMSEA
P value for the Chi squared

Step 1

Step 2

Invariance
of the
Factor
Pattern
(Baseline)

Invariance
of the
Factor
Loadings

299.87
166
0.95

319.00
175
0.95

0.97
0.083

0.96
0.085

Group 1 is defined as TR Male and Group 2 is defined as US Male.

(2-1)

19.13
9

Step 3
Invariance
of
Variances
and
Covarianc
es of
Factors
355.42
194
0.90

Step 4

(3-1)

55.55
28

0.92
0.084
0.02

Invariance
of Group
Means

346.60
184
0.95

(5-1)

46.73
18

0.96
0.086
0.001

0.0002
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Validation of the New Scale
The factor loadings and each factor’s Cronbach’s alpha values are overall more than
satisfactory. All items loaded significantly on their intended factors (with all p-values<0.001). All
of the seven factors exceeded the recommended threshold value of 0.7 for Cronbach’s alpha in the
US sample (Nunnally, 1978). For the Turkish sample, universal connectedness (α=0.66), care for
others (α=0.69), environmental stewardship (α=0.61), and environmental stewardship (α=0.63)
fell somewhat below the recommended Cronbach’s alpha threshold; but they were all above 0.6
and were very close to the threshold. Additionally, all of the seven factors exceeded the
recommended threshold value of 0.7 for Cronbach’s alpha in the aggregate sample (The Turkish
and the US samples combined). All items passed Netemeyer et al.’s (2003) recommended average
variance extracted (AVE) threshold value of 0.45 for newly developed scales by a large amount.
Table 5 summarizes these findings.
Validity Tests:
Convergent validity refers to how closely the new scale is related to other variables and
other measures of the same dimension or construct (Bagozzi, Yi, and Phillips 1991). This aspect
of the scale is reflected by the high and statistically significant item loadings, as well as items
loading highly onto their designated latent factors (Steenkamp and Van Trijp 1991). Table 5
illustrates that the item loadings are generally high and all are statistically significant. High and
statistically significant item loadings in conjunction with the goodness-of-fit statistics depicted on
Table 5 indicate a well-defined model with converging factors and high explanatory power.
Discriminant validity refers to the extent to which the measures of different variables are
distinct from each other (Bagozzi, Yi, and Phillips 1991). Measured correlations between latent
factors are indicators of discriminant validity; these correlations are expected to be high (as they

73

are intended to measure the same higher order latent factor, global identity); however, a correlation
that is too high (approximately >0.90) indicates that two latent factors may be measuring a single
dimension rather than two different dimensions (Bagozzi, Yi, and Phillips 1991). The correlations
between the latent factors are listed in Table 6. All of the correlations are high and statistically less
than perfect correlation, with the exception of the correlation between environmental stewardship
and social stewardship. Of course, since the two factors are hypothesized to load on a higher order
factor, they should correlate highly. Nevertheless, when a model has discriminant validity, the
correlation coefficients between factors would be statistically lower than 1. I will check for these
correlation values in the following studies, as a perfect correlation between latent variables may
sometimes cause the error term for the second order factor when it loads on a third order factor to
be non-significant.
Table 7c: Latent Factor Correlations of the Proposed 7-Factor Model (Study 2)
Membership
in a global
community

Universal
connectedness

Curiosity
about
world
cultures

Belief in
universal
equality

Care for
others

Environmental
stewardship

Membership in a global
community
Universal connectedness

0.83 (0.03)

1.00

Curiosity about world cultures

0.64 (0.03)

0.60 (0.04)

1.00

Belief in universal equality

0.51 (0.05)

0.43 (0.06)

0.56 (0.04)

1.00

Care for others

0.49 (0.05)

0.36 (0.06)

0.50 (0.05)

0.84 (0.03)

1.00

Environmental stewardship

0.66 (0.04)

0.60 (0.05)

0.74 (0.03)

0.54 (0.05)

0.41 (0.05)

1.00

Social stewardship

0.64 (0.04)

0.61 (0.05)

0.78 (0.03)

0.61 (0.04)

0.57 (0.05)

0.97 (0.02)

Social
stewardship

1.00

1.00

Standard error values are shown in parentheses.

Given the relatively good fit of the 7-factor CFA model with each country’s data and the
aggregate data, I tested the generalizability of the findings by running the 7-factor CFA model on
subsets of the data (Steenkamp and Baumgartner 1998). Table 7 summarizes these results for
female respondents, male respondents, female Turkish respondents, male Turkish respondents,
female American respondents, and male American respondents. I assessed the generalizability of
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the scale by testing the invariance of the factor loadings across these different groups and was able
to show that the pattern of the item loadings are the same across all groups. Thus, I can conclude
that the proposed factors and the pattern of item loadings are the same across the subsets of the
data. This finding underscores the generalizability of my model.
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3.4 Study 3: Construct Validity of Global Identity
In the third study, I collected data from the USA on the remaining 16-items. My objective
in this study was threefold. First, I aimed to establish construct validity of the global identity scale
using a multi-trait multi-method (MTMM) matrix design with a CFA model. Construct validity is
the extent to which the measure behaves in the way that is consistent with the hypothesized model
and represents how well scores on the instrument are indicative of the theoretical construct.
Second, I wanted to replicate this model and my findings with another sample. Third, I wanted to
test the predictive validity of my scale.
Overall, I was able to replicate my model successfully and show evidence for construct
validity for the scale while correcting for method bias. Moreover, I was able to successfully
establish the predictive validity of my scale. Lastly, I tested the 4-factor model separately among
subsets of the data (female and male) to further confirm generalizability of the model.
Method
The MTMM matrix approach was first introduced by Campbell and Fiske (1959). In this
approach, a set of more than 2 traits are each measured by more than 2 methods. The matrix aims
to provide evidence for a scale’s construct validity, as well as for convergent and discriminant
validity. For this purpose, I designed a survey where all respondents answered two versions of the
scale (with randomization of order of appearance), with a filler task in the middle where the
respondents answered questions about their attitudes and actions towards donation. The filler task
aimed to clear the short term memory of the respondents. One version of the scale used a 5-point
disagree-agree Likert scale, while the second version used a 5-point, unipolar scale ranging from
“Does not describe me at all” to “Describes me very well” with “Describes me moderately” in the
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middle. Note that these scales are both self-report scales and they are minimally different.
Campbell and Fiske (1959) recommend that maximally different methods be used for MTMM
matrices for stricter testing of convergent validity. Maximally different methods are preferred to
make it more difficult to verify convergent validity, because convergence is harder to achieve when
very different procedures are used for testing (Bagozzi, Ruvio and Xie, 2020). However, Bagozzi,
Ruvio, and Xie (2020) highlight that there are also disadvantages to using maximally different
methods as they make testing discriminant validity less strict. Thus, they point out that minimally
different methods’ use in MTMM matrices provide stricter testing for discriminant validity.
The survey I designed for this (MTMM) study was administered to a sample of 300
respondents from the USA. Data were collected using Prolific with a representative sampling
procedure. The questionnaire was administered in English. Responses from 30 respondents were
deleted as they failed to pass the attention checks. A total sample of 270 respondents remained in
the final data set used in the analysis. 126 of the 270 respondents were male; 140 were female; and
4 identified as third gender. I strived for a relatively representative sample in terms of age,
ethnicity, and state of residence.
Analysis and Results
Confirmatory factor analyses were the primary methods of analysis for the MTMM matrix,
conducted using Lisrel 8.8. Before going ahead with the analyses of the method factors, I checked
for the psychometric properties of my scale with the new data collected. I subjected the 16 items
and 7 factors to a confirmatory factor analysis (CFA) to replicate the 7 factor model. All items
loaded significantly on their intended factors (with all p-values<0.001). High and statistically
significant item loadings in conjunction with the goodness-of-fit statistics depicted on Table 8
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indicate a well-defined model with converging factors and high explanatory power. Hence I was
able to conclude that this model replicated well on the second sample.
I found evidence for convergent validity with high and statistically significant item
loadings in conjunction with the goodness-of-fit statistics depicted on Table 8. I also found
evidence for discriminant validity in a similar manner to Study 2. The correlations between the
latent factors appeared to be high and less than 1.00 (Bagozzi, Yi, and Phillips 1991). The
correlations between the latent factors are listed in Table 9a and 9b.
As I chose minimally different methods for measurements, I ran the risk of them correlating
very highly so much so that they were statistically the same method. The Trait-Error-Method
Model (with 2 method factors) showed that the method factors were perfectly correlated with each
other. Thus, the MTMM model did not produce results for two different methods. Thus I ran the
analyses with only one method factor. In that sense, my study was able to produce evidence for
convergent validity and discriminant validity, but I was not able to produce additional evidence
for discriminant validity to further strengthen the case for construct validity since the methods did
not result in measuring the traits differently.
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Table 8: Study 3 Psychometric Properties of the MTMM Matrix for the Global Identity Scale

Item
Number

Trait-Error
Model

Trait-ErrorMethod Model
(with 2 method
factors)

Trait-ErrorMethod Model
(with 1 method
factor)

Method
Loadings
(standardized)
Trait-ErrorMethod Model
(with 1 method
factor)

B1
B2
B4
B5
C1
C3
C5
C6
O1
O2
O4
O6
S1
S2
S6
S8

0.89
0.90
0.76
0.81
0.84
0.82
0.83
0.81
0.85
0.81
0.78
0.83
0.80
0.82
0.79
0.73

0.89
0.91
0.75
0.84
0.86
0.84
0.83
0.81
0.86
0.81
0.79
0.84
0.81
0.83
0.80
0.73

0.90
0.92
0.75
0.86
0.86
0.85
0.83
0.82
0.86
0.82
0.80
0.85
0.81
0.84
0.81
0.73

-0.07 (0.09)
-0.05 (0.09)
0.08 (0.08)
-0.22 (0.08)
-0.09 (0.08)
-0.14 (0.08)
0.08 (0.08)
-0.02 (0.08)
0.01 (0.08)
-0.06 (0.08)
-0.09 (0.08)
-0.08 (0.08)
-0.02 (0.08)
-0.05 (0.08)
-0.02 (0.08)
0.04 (0.08)

0.0049
0.0025
0.0064
0.0484
0.0081
0.0196
0.0064
0.0004
0.0001
0.0036
0.0081
0.0064
0.0004
0.0025
0.0004
0.0016

B1
B2
B4
B5
C1
C3
C5
C6
O1
O2
O4
O6
S1

0.93
0.93
0.76
0.83
0.87
0.89
0.82
0.85
0.88
0.85
0.86
0.87
0.88

0.93
0.93
0.75
0.84
0.86
0.88
0.81
0.85
0.89
0.84
0.85
0.87
0.87

0.92
0.92
0.74
0.83
0.85
0.87
0.79
0.83
0.88
0.83
0.85
0.86
0.86

0.15 (0.09)
0.18 (0.09)
0.31 (0.08)
0.08 (0.08)
0.18 (0.08)
0.19 (0.08)
0.27 (0.08)
0.22 (0.08)
0.23 (0.08)
0.12 (0.08)
0.13 (0.08)
0.15 (0.08)
0.20 (0.08)

0.0225
0.0324
0.0961
0.0064
0.0324
0.0361
0.0729
0.0484
0.0529
0.0144
0.0169
0.0225
0.0400

S2

0.87

0.87

0.85

0.21 (0.08)

0.0441

S6

0.85

0.84

0.83

0.24 (0.08)

0.0576

S8

0.75

0.73

0.72

0.28 (0.08)

0.0784

270
1095.63**
410
0.97
0.97

270
1099.06**
411
0.97
0.97

0.038

0.038

0.077

0.077

Item loadings
(completely standardized)

Latent Variable

Variance due
to Method Bias
Trait-ErrorMethod Model
(with 1 method
factor)

Disagree-agree scale
Membership in a
global community
Universal
connectedness
Curiosity about
World Cultures
Belief in universal
equality
Care for others
Environmental
stewardship
Social
stewardship
Does not describe describes me scale
Membership in a
global community
Universal
connectedness
Curiosity about
World Cultures
Belief in universal
equality
Care for others
Environmental
stewardship
Social
stewardship

N
270
Chi squared
1346.83**
df
443
NNFI
0.96
CFI
0.97
Standardized
0.042
RMR
RMSEA
0.090
All factor loadings and correlations are significant at p<0.001.
Standard errors for the method factor loadings are shown in parentheses.
Fit Measures

**Chi squared values are significant at p<0.001.
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Table 9a: Latent Factor Correlations for Trait-Error Model (with no method factor)
Membership
in a global
community

Universal
connectedness

Curiosity
about
world
cultures

Belief in
universal
equality

Care for
others

Environmental
stewardship

Membership in a global
community
Universal connectedness

0.82 (0.03)

1.00

Curiosity about world cultures

0.49 (0.05)

0.54 (0.05)

1.00

Belief in universal equality

0.37 (0.06)

0.41 (0.06)

0.39 (0.06)

1.00

Care for others

0.48 (0.05)

0.53 (0.05)

0.55 (0.05)

0.75 (0.03)

1.00

Environmental stewardship

0.50 (0.05)

0.54 (0.05)

0.55 (0.05)

0.43 (0.06)

0.61 (0.04)

1.00

Social stewardship

0.55 (0.05)

0.60 (0.05)

0.63 (0.04)

0.46 (0.06)

0.78 (0.03)

0.78 (0.03)

Social
stewardship

1.00

1.00

Standard error values are shown in parentheses.

Table 9b: Latent Factor Correlations for Trait-Error Model (with 1 method factor)
Membership
in a global
community

Universal
connectedness

Curiosity
about
world
cultures

Belief in
universal
equality

Care for
others

Environmental
stewardship

Membership in a global
community
Universal connectedness

0.81 (0.03)

1.00

Curiosity about world cultures

0.49 (0.05)

0.53 (0.05)

1.00

Belief in universal equality

0.35 (0.06)

0.40 (0.06)

0.38 (0.06)

1.00

Care for others

0.48 (0.05)

0.52 (0.05)

0.55 (0.05)

0.74 (0.03)

1.00

Environmental stewardship

0.50 (0.05)

0.53 (0.05)

0.54 (0.05)

0.41 (0.06)

0.61 (0.04)

1.00

Social stewardship

0.54 (0.05)

0.59 (0.05)

0.62 (0.04)

0.45 (0.06)

0.78 (0.03)

0.77 (0.03)

Social
stewardship

1.00

1.00

Standard error values are shown in parentheses.

Given the relatively good fit of the 7-factor CFA model with the data, I then tested the
generalizability of the findings by running the 7-factor CFA model on subsets of the data
(Steenkamp and Baumgartner 1998). Table 10 summarizes these results for female respondents,
and male respondents. I assessed the generalizability of the scale by testing the factor pattern and
factor loadings across these different groups and was able to show that the pattern of the item
loadings are very similar across all groups. This indicates a strong finding for the generalizability
of the 7-factor model converging onto the 4 factors comprising the scale I developed in this
dissertation.
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Table 10: Study 3 Replication of Psychometric Properties of the Global Identity Scale

Latent Variable
Disagree-agree scale

Item loadings
(completely standardized)
Male
Female

Item Number

All data

B1
B2
B4
B5
C1
C3
C5
C6
O1
O2
O4
O6
S1
S2
S6
S8

0.89
0.90
0.76
0.81
0.84
0.82
0.83
0.81
0.85
0.81
0.78
0.83
0.80
0.82
0.79
0.73

0.93
0.96
0.76
0.75
0.84
0.79
0.85
0.82
0.76
0.74
0.77
0.80
0.70
0.79
0.72
0.63

0.87
0.90
0.55
0.68
0.83
0.85
0.81
0.80
0.70
0.74
0.64
0.76
0.84
0.86
0.73
0.58

B1
B2
B4
B5
C1
C3
C5
C6
O1
O2
O4
O6
S1
S2
S6

0.93
0.93
0.76
0.83
0.87
0.89
0.82
0.85
0.88
0.85
0.86
0.87
0.88
0.87
0.85

0.93
0.92
0.68
0.78
0.84
0.88
0.80
0.82
0.75
0.75
0.88
0.81
0.76
0.88
0.76

0.95
0.94
0.62
0.72
0.89
0.90
0.84
0.88
0.77
0.78
0.72
0.83
0.90
0.83
0.79

S8

0.75

0.70

0.64

N
Chi Squared
df
NNFI
CFI
Standardized RMR
RMSEA

270
1346.83**
443
0.96
0.97
0.042
0.090

126
1301.13**
443
0.93
0.94
0.078
0.130

140
1239.38**
443
0.91
0.92
0.087
0.110

Membership in a
global community
Universal
connectedness
Curiosity about
World Cultures
Belief in universal
equality
Care for others
Environmental
stewardship
Social stewardship
Does not describe - describes me scale
Membership in a
global community
Universal
connectedness
Curiosity about
World Cultures
Belief in universal
equality
Care for others
Environmental
stewardship
Social stewardship
Fit Measures

All factor loadings and correlations are significant at p<0.001.
**Chi squared values are significant at p<0.001.
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So far, my testing of a model-fit has been on the first order. Hence, I tested our
hypothesized structure on a second-order and a third-order factor model as well, in order to show
that global identity is composed of the four sub-dimensions, with three of these comprised of two
sub-dimensions each (Figures 4 and 5). The model fit proved to be satisfactory for both the secondorder model factor (Figure 4) and the third-order factor model (Figure 5). With these findings, I
can conclude that global identity is a multi-faceted construct and is made up of the four dimensions
proposed in this dissertation. I learned that there may be a deeper meaning and a more complex
configuration global identity that may be even more nuanced than the conceptualization that arose
from my qualitative studies in the beginning of my dissertation work. In sum, my dissertation work
underscores that my reconceptualization of global identity uncovers and depicts the domain of the
construct very well.
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Figure 4: Second Order CFA Global Identity Model
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Figure 5: Third Order CFA Global Identity Model
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CHAPTER 4: DISCUSSION AND CONCLUSIONS
In this chapter, I discuss theoretical and managerial contributions of my research, deliberate
on the limitations of my work, and offer questions for future studies.
4.1 Discussion
Arnett (2000) proposes that cultural exchanges influence individuals’ psychological
and social identities. Global identity is a construct that is shaped after individuals’ exposure
to the global consumption culture (GCC) (Arnould and Thomson, 2005, 2018). This
dissertation defines GCC as the complex whole which includes globally available knowledge,
belief, art, morals, law, customs, and any other capabilities and habits acquired by an individual as
a member of humanity, and re-conceptualize global identity as a form of social identity that forms
as a result of individual interaction with GCC. My efforts in re-conceptualizing global identity
provides a detailed and holistic approach in evaluating what global identity is and how it manifests
itself, which is a revised conceptualization over prior conceptualization efforts of global identity.
This new explanation of the construct domain of global identity will allow researchers to evaluate
the role of global identity in GCC and will give managers the ability to segment individuals that
share a belonging in a global community into more meaningful and nuanced segments. My work
extends Arnett (2002) and Appadurai (1990)’s benchmark works on global identity as it
conceptually delves deeper into the social psychology of the consumer and helps measure
consumers’ intrinsic states through a scale as they connect with global consumption. Thus, my
work provides for a more comprehensive understanding of the psychological processes that
underline the formation and expression of individuals’ global identities and provides for more
nuanced targeting, segmentation, and positioning decisions by international marketing managers.
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Global identity has been treated as a fundamental concept in psychology, sociology,
and the humanities for over six decades since it is believed to drive individuals’ actions and
reactions. Researchers in these fields have hypothesized that having a global identity will lead
individuals to feel a belonging with others in the rest of the world, share in human concerns
and problems, and sometimes act upon resolving these shared problems (McFarland et al.
2019). This thinking has spawned research on different conceptualizations and measurement
attempts of global identity as a driver of human behavior in various settings.
The advent of globalization, and global consumption culture as a derivative of
globalization, created a need for a more comprehensive re-conceptualization of global identity
when compared to its previous counterparts, especially in international consumption contexts.
For example, Batra and Wu (2019) called for the development of more nuanced, more
comprehensive, and multi-dimensional conceptualizations and measurement instruments that
would include multi-cultural perspectives of global identity. This dissertation was developed
to respond to these calls.
Following thorough qualitative research and rigorous, structured, and systematic scale
development procedures, I developed a more complete and more comprehensive conceptualization
of global identity and built a measurement instrument that reflects a deeper understanding of that
construct. After conducting several focus groups with individuals from five different countries
(Austria, China, India, Turkey, and the United States), we were able to define and capture a deeper
and comprehensive domain of global identity comprised of multiple factors. In this definition, we
viewed global identity as a type of social identity with cognitive and affective dimensions: where
the individual with a global identity feels a connection with the group of people who are referred
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to as world citizens, cognitively and affectively belongs to this group, and cares for and acts to
advance the well-being of this group. My work showed that global identity is comprised of four
components: sense of global connectedness, curiosity about world cultures, oneness with the world
community, and stewardship of the world. In my work, I define sense of connectedness as having
a belief that the people and events are inter-connected across the globe, and having a personal
connection with the group of people who are world citizens. I define curiosity about world cultures
as having a genuine interest in learning about the lives and experiences of other members of the
global community. I define oneness with the world community as feeling a compassion and caring
for others and having the need for every member of the global community to have access to equal
rights and equal treatment. Lastly, I define stewardship of the world as the need to protect our
planet and the members of the global community from harm.
In light of this new conceptualization, I work on developing the measurement tool that can
be used to measure the role and influence of this construct in various marketplace settings.
Specifically, I engage in qualitative analyses to develop an initial item. Via collecting data from
two culturally-diverse samples, I conduct structured, and systematic scale development procedures
to build a concise measurement tool. Exploratory factor analysis (EFA) and confirmatory factor
analysis (CFA) procedures help establish the conceptual integrity of global identity as a construct.
This procedure led to a global identity scale comprised of 16 items, with each of the four factors
made up of four items.
Next, I assessed the best fitting structural model for the remaining items. I compared this
4-factor model to an alternative 7-factor model where the sense of connectedness factor was
composed of two sub-factors, labeled membership in a global community and universal
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connectedness; the world community factor was composed of two sub-factors, labeled belief in
universal equality and care for others; and the stewardship of the world factor was composed of
two sub-factors, labeled environmental stewardship and social stewardship. My work on these
helped us to conclude that this model produced a better fit when applied on both the Turkish and
the American data.
After finalizing my multi-dimensional model, I subjected it to convergent and discriminant
validity tests through a multi-trait, multi-method (MTMM) study. Though the MTMM study did
not yield statistically significant differences between the two methods I employed, the model did
fit well with only one method, confirming that the model was valid, reliable, and generalizable.
4.2 Contributions
My work contributes to marketing theory and practice in several ways. First, I contribute
to theory by offering to the literature a four-dimensional conceptualization of global identity that
is more comprehensive and deeper than those that have been developed in past studies. My work
shows that global identity is more nuanced than originally thought, that it is comprised of both
cognitive and affective factors, and that it is a strong abstract entity that is undergirded by at least
four factors that comprise it.
Anchored in social-identity theory, the conceptualization of global identity is valuable
because it connects multiple concepts in psychology, sociology, and the humanities, such as group
membership, shared humanity, curiosity and global stewardship, and shows that these are distinct,
discriminately measurable entities, yet are connected in undergirding global identity as one
aggregate construct. Each of these dimensions can be evaluated for a more nuanced understanding
of its manifestations: each dimension may be subject to different stages of development, affect
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other dimensions in specific ways, and have distinct effects on behavioral consequences. (Bagozzi,
Ruvio, and Xie, 2020). This should urge marketing scholars to delve more deeply into the
motivational roles each of these dimensions play in driving consumer behavior, how psychological
constructs such as personality, the self and its manifestations, and beliefs and attitudes might
interact with them, and how social psychological constructs, such as reference groups, and societal
norms and values might moderate global identity’s influences on behavior. The scale proving to
be reliable, valid, and generalizable across two culturally different samples speaks to its promise
as a measure that can be used in cross-cultural studies, another worthy theoretical feature of my
work.
My work’s contributions to managerial practice are also noteworthy. For example, global
identity and its different dimensions can drive more effective decision-making in market
segmentation contexts. Specifically, the different dimensions of global identity can help managers
target specific consumer groups, segment their markets into more meaningful clusters, and position
their product offerings in response to how each dimension of global identity may be driving
consumer behavior. As a case in point, developing distinct strategies for those who are eager to
learn about other cultures, who are stewards for protecting the planet and fellow human beings,
and who are fighters for equality should yield more effective functional strategies and more desired
performance outcomes. For instance, offering a product that has environmentally-friendly features
to the stewards of the environment segment should generate equally highly desired outcomes for
the marketing manager.
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4.2 Limitations and Future Research Avenues
The focus in this dissertation was on developing a more comprehensive and more nuanced
conceptualization of global identity and its measurement. I did this through qualitative and
quantitative analyses. I discovered that global identity is indeed a super structure comprised of
four factors, three of which contain two sub-factors. This more nuanced conceptualization and its
measurement offers a significant step forward in the development of a deeper understanding of
global identity and its manifestations in behavioral contexts. Though my work was comprehensive,
its limitations inspire promising research questions.
First, I envisioned global identity as a humanity-oriented, morality-woven construct
anchored in the “belongingness” and “oneness with a community” elements of social identity. I
reasoned that these elements would be closely associated with stewardship actions and curiosity
about “the other.” There certainly would be materialistic, gender-related, and culturally-derived
manifestations of global identity which we did not consider. These promise research avenues for
future scholars. Second, I established the cultural generalizability of my scale based on data
collected in only two countries, Turkey and the United States. While these are certainly culturally
different environments (Hofstede 2001), applying the scale in other culturally-distinct
environments, for instance by testing the scale in countries that are in Inglehart and Welzel’s world
values clusters (2008), should reveal interesting insights into the ramifications of global identity
in different cultural environments. Third, future research could explore whether global identity is
malleable; that is, whether certain components of it are activated in certain situations while others
not. For example, whether the stewardship factor becomes more active than the other dimensions
in the purchase of green products, and the consumer’s behavioral tendencies to recycle, reduce,
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and reuse offers promising questions for research. Finally, individuals in some cultures may
perceive their experiences through the lens of a global identity while others may attach more local
interpretations to their experiences. That is, while some cultures may be more worldly, others may
be more reclusive. Global identity’s role in affecting these perceptions and how these may lead to
different consumption patterns may be a promising area of future research.
My work in this dissertation involved developing a more comprehensive conceptualization
of global identity and its measuring instrument. Future work should focus on both establishing
predictive validity of this scale and researching its marketplace consequences as well its
antecedents. For potential consequences, I did not study how the conceptualization and scale would
operate in local versus global brand marketing situations. Future studies can examine how global
identity drives, moderates, or mediates consumers’ brand perceptions, their choices of domestic,
foreign and global brands, consumer dispositions and perceptions of brand globalness and
localness. Furthermore, future research can test global identity’s manifestations in green
consumption, responsible consumption, ethical and unethical choice, human rights activism,
prosocial behavior, and human rights activism. Last, but not least, a much-needed area for research
revolves around global identity’s role in better understanding and in helping resolve impactful
global issues, such as reversing or slowing global warming and combatting global epidemics.
Research on these issues should help move the understanding of global identity’s impact on
important issues that affect all of humanity. Focusing on these research questions I outlined should
lead to a deeper understanding of global identity and its manifestations in diverse, often culturallydifferent, settings.
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ESSAY 2 - How does brand globalness impact consumers’ reactions to company moral
transgressions?
1.1 Introduction
Company moral transgressions are shown to significantly impact both firm financial
performance and consumers’ perception of the firm. This research proposes to further explore
consumer reactions to corporate moral transgressions in terms of how consumers vary in their
response to the transgressing company as a function of the globalness of the brand that conducts
the unethical behavior and consumers’ moral identity.
Company moral transgressions are commonly encountered in today’s marketplace; BP’s
oil spill in the Gulf of Mexico and Volkswagen’s emissions scandal are two examples that are
widely used in corporate social irresponsibility literature. Due to today’s speed in communications,
company moral transgressions quickly become news and swiftly receive public criticism (Crockett
2017; Stabler and Fisher 2020; Xu et. al 2021). However, not all firms receive the same reaction
in the public eye; crisis type, company’s country of origin, company’s past corporate social
responsibility campaigns and how the company reacts to the allegations are a few of the reactions
that impact the responses toward the transgressing firm (Barbarossa and Mandler 2021; Dutta and
Pullig 2011; Xu et. al 2021).
Studies show that, consumers’ personal traits and identities also impact how consumers
respond to moral transgressions. For example, studies have found that consumers in different
countries react differently to moral transgressions (Boston 2017, Cremer 2018). Similarly, Xu et
al. (2021) have discovered that consumers with different cultural values (i.e., power distance
belief) respond differently to transgressing firms. Jasinenko et al. (2020) show that ideological
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differences among consumers lead to differing reactions as well. More specifically, they underline
that conservatives (compared to liberals) react less critically to irresponsible companies and they
display less penalizing reactions.
Since transgressing companies with different characteristics are evaluated differently in the
public eye, I examine the role of brand globalness (and localness) of the transgressing firm that
conducts the moral transgression in how consumers react to this ethical breach. Consumers have
higher expectations of global firms. When it comes to corporate responsibility, consumers hold
global brands to higher ethical/moral standards where they expect them to behave in a socially
responsible manner in the markets they serve (Dimofte et al., 2008; Holt et al., 2004; Ozsomer et
al., 2012). This creates an ethics gap among consumers’ expectations from global and local firms.
I suggest that this ethics gap will lead to more severe punishment of global brands compared to
that of local brands, once the brand commits a moral transgression.
Consistent with this theorizing, I also test moral identity as a theoretically and managerially
relevant boundary condition. Moral identity is defined as a cognitive schema of an individual’s
moral values, goals, traits, and behavioral scripts (Aquino et al. 2009). The character perspective
of moral identity proposes that, “a person with a strong moral identity may hold values and ideals
(such as being honest, being fair, or being a good person) as more central to his or her notion of
self than someone with a weak moral identity” (Shao, Aquino, and Freeman, 2009, p. 514). Blasi
(2004) proposes that moral identity can serve a regulatory role in psychological responses and
moral actions. I propose that the ethics gap effect for global and local brands emerges when
consumer moral identity is low but is attenuated when consumer moral identity is high. Hence, I
expect that the ethics gap effect will be contingent on a consumer’s moral identity.
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The research contributes to the growing literature on corporate social irresponsibility,
business ethics and global branding. I find that the consumer responses to company transgressions
vary systematically across global and local brands contingent on their moral identities.
2.1 Theoretical Framework
In this section, I will first discuss the background literature of company moral
transgressions, global and local brands, and moral identity. Then, I will introduce my hypotheses
and studies. I aim to test in these studies whether moral transgressions result in higher condemning
emotions towards global brands compared to local brands, whether condemning emotions
(contempt, anger, disgust) mediate the relationship between brand globalness and consumers’
retaliatory intentions, viz., negative word-of-mouth (NWOM) and boycotting intentions, and
whether these mediation effects will be contingent on consumers’ moral identity. Finally, I will
discuss the contributions, limitations, and possibilities for further research.
2.2 Company Moral Transgressions
Company moral transgressions are defined as corporate actions that result in potential
disadvantages and/or harm to other actors (Keig et al., 2015; Lin-Hi and Muller 2013; p.1032,
Riera and Iborra, 2017; Strike et al., 2006). They can also be broadly defined as the breach of
social and moral norms (Huber et al., 2009; Kaptein, 2008; Xu et al., 2021). Moral transgressions
stem from irresponsible strategies, decisions, or actions of the firm, which in turn have negative
effects on certain stakeholders or the environment (Grappi et al., 2013; Keig et al 2015; Strike et
al., 2006). As Xu et al. (2021) summarize, research on business ethics suggest that people have a
belief system regarding right and wrong actions and these moral beliefs comprise the standards
consumers use to judge firm behaviors (Evan and Freeman, 1988; Lewis, 1985). When a firm
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deviates from what it ought to do, it conducts a moral transgression (Jones 1991). In the marketing,
psychology and sociology literatures, “various terms have been used to refer to company moral,
including moral/ethical violations (Lin et al., 2013), corporate irresponsible behaviors (Grappi et
al., 2013), firm unethical behaviors (Folkes and Kamins, 1999) and corporate social
irresponsibility (Kang et al., 2016, Lange and Washburn, 2012)” (Xu et al., 2021). In this study, I
will refer to this phenomenon as company moral transgressions. It is import to note, however, that
a moral transgression results from an ethical breach in the company, and not from a competence
gap.
Moral transgressions can be categorized under two main groups: 1) offering related or 2)
non-offering related. Offering related transgressions occur when the ethical breach affects the
quality or performance of one or more of the offerings from the firm. For example, the proliferation
of fire-starting Galaxy Note 7 smartphone battery explosions is an offering related problem, as this
problem impacted how the phone was performing. However, the company claims that the problem
occurred from unseen design flaws, hence this incident would not be categorized as a moral
transgression. Similarly, Volkswagen cheating on the diesel engines they produced in 2015 is
another example of an offering related transgression. The United States Environmental Protection
Agency (EPA) had found that Volkswagen intentionally programmed turbocharged direct
injection diesel engines to activate their emissions controls only during laboratory emissions
testing, which caused the vehicles' emissions output to meet US standards during regulatory
testing; this decision to cheat the authorities was an ethical deviation of Volkswagen officials. On
the other hand, non-offering related transgressions occur when the ethical breach does not affect
the quality or performance of one or more offerings from the firm. Environmental damage a
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company’s production causes is an example of a non-offering related transgression. For example,
fossil fuel companies, whose use of the world’s oil, gas, and coal reserves produce one-third of all
greenhouse gas emissions in the modern era, are all examples of non-offering related moral
transgressing companies.
Moral transgressions can result in harm done to workers, harm done to the community,
and/or harm done to the environment (Grappi et al., 2013; Rozin et al., 1999; Shweder et al., 1997).
If harm is done to other people, for example, to firm workers or consumers, the transgressing firm
violates the freedom or human dignity of these individuals; these harmful doings are termed ethical
transgressions (Grappi et al., 2013). If harm is done to a community, for example to the well-being
or harmony of a group, the transgressing firm violates the norms of a group; these harmful doings
are termed social transgressions (Grappi et al., 2013). Lastly, if harm is done to natural resources
or the environment, the transgressing firm violates its responsibility to protect resources that every
living being has equal access to; these harmful doings are termed environmental transgressions.
Once known by consumers, moral transgressions by organizations are observed to lead to
negative outcomes for brands and firms. As a result of these crises, consumers often show moral
outrage (Antonetti and Maklan, 2016; Crockett, 2017), exhibit condemning emotions (Grappi et
al., 2013; Romani et al., 2013), and downgrade their evaluations (Folkes and Kamins, 1999;
Schmalz and Orth, 2012); they may even engage in retaliatory actions to punish the brand such as
indicating switching intentions (Ganesan et al., 2010), engaging in boycott campaigns (Barbarossa
and Mandler, 2021; Klein et al., 2004) and spreading negative word of mouth (Barbarossa and
Mandler, 2021; Sweeting et al., 2013).
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2.3 Global Brands and the impact of brand globalness
The impacts of global (vs. local) brands and brand globalness (vs. localness) on
consumption have been studied from the supply perspective (i.e., from the company standpoint)
and the demand perspective (i.e., from the consumer standpoint) in the international marketing
literature (Liu et al., 2021). From a supply perspective, a global brand is viewed as a brand that
operates across a range of countries, is widely available in multiple geographic markets, and uses
standardized marketing strategies across the world (Liu et al., 2021; Llonch-Andreu et al., 2016;
Loebnitz and Grunert, 2019; Schuiling and Kapferer, 2004; Steenkamp et al., 2003). Steenkamp,
Batra, and Alden (2003, p. 53) conceptualize global brands as, “brands that consumers can find
under the same name in multiple countries with generally similar and centrally coordinated
marketing strategies.” Hence, from the supply standpoint, the most important characteristic that
makes a brand global is its geographical reach and availability under similar branding across
markets (Branch, 2001; Ozsomer and Altaras, 2008; Steenkamp et al., 2003; Yip, 1995). Global
brands often employ global consumer consumption positioning strategies to create an association
with the global consumption culture, which is depicted with Western lifestyles, and values (such
as ideals of family, freedom, search for happiness, and individuality) that are achievable and
available to global consumers (Ger and Belk, 1996).
There are several supply side and demand side advantages to creating global brands.
Steenkamp has come up with a framework (COMET) for explaining five different ways by which
global brands create value for their firms (Steenkamp, 2014, 2017, 2018): 1) customer preference
for global brands – the very fact that the brand is global adds luster to the brand through
associations of higher quality, global culture, prestige or country of origin, 2) organizational
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benefits such as rapid rollout of new products, ability to make global competitive moves or the
creation of a corporate identity, 3) marketing benefits associated with superior branding programs
such as media spillover, pooling marketing resources across countries and leveraging the best
marketing ideas globally, 4) economic benefits of cost reduction in production and procurement,
and 5) transnational innovation pooling of R&D globally to make better products, bottom-up
innovation and frugal innovation.
From the supply-side perspective, three main organizational, economic, and marketing
benefits occur when a firm decides to make a product globally available: 1) agile production and
decreased time to market due to less modifications needed for local adaptations, 2) lower
manufacturing costs due to economies of scale, 3) lower innovation costs due to pooling of R&D
globally, and 4) lower marketing costs due to centralized marketing efforts (Hassan and Katsanis,
1994; Neff, 1999; Shocker et al., 1994; Steenkamp et al., 2003; Yip, 1995).
In addition, marketing researchers have shown that globalness of a brand has demand side
advantages, such as consumer preference for a global image over local competitors even when
quality and value are not objectively superior, and increased appeal to certain categories of
products as more consumers across the world try to participate in the global consumer culture
(Hassan and Katsanis, 1994; Neff, 1999; Shocker et al., 1994; Steenkamp et al., 2003; Yip, 1995).
Levitt (1983) and Yip (2003) argue that consumers prefer the standardized, reliable, and superior
quality products that global brands offer (Steenkamp and De Jong, 2010). Steenkamp, Batra, and
Alden’s (2003) seminal work on brand globalness shows that global brands are perceived to be of
higher quality, and prestige, and these enhanced consumer perceptions are associated with higher
purchase likelihood (Holt et al., 2004; Steenkamp et al., 2003). Even after controlling for brand
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familiarity, brand country of origin, objective quality, distribution coverage, and market share,
Steenkamp et al. find evidence that consumers perceive global brands as delivering higher quality
compared to local brands. If a brand is perceived as globally available with multi-market reach,
consumers attribute higher quality to its products as quality is likely to be thought of as critical to
global acceptance (Kapferer, 1997; Keller, 1998; Steenkamp et al., 2003). Hence, consumers
perceive global brands to be more competent and they expect better quality and performance from
global brands. Moreover, consumers see consumption of global brands as a way to connect with
the rest of the world. Alden, Steenkamp, and Batra (2006) demonstrate that consumers want to
consume global brands as these products enable them to participate in a global consumption
culture, develop consumption orientations, and signal membership in global (Western)
communities, especially in emerging markets. Holton (2000) suggests that consumers equate
global brands with modernity, progress, consumerism, efficiency, and abundance.
2.4 Local Brands
Local brands are characterized by limited market reach, but high local symbolism. From
the supply-side perspective, a local brand is one that has a regional/limited geographic reach and
uses localized marketing approaches (Chailan and Ille, 2015; Dimofte, Johansson, and Ronkainen,
2008; Hassan et al,. 2016; Lopez-Lomeli et al., 2019; Liu et al., 2021; Punyatoya et al., 2014).
“Local brands are developed for and tailored to the unique needs and desires of local markets”
(Ozsomer, 2012, p. 73). Furthermore, from the demand-side perspective, a local brand usually has
a deep connection to local culture, is associated with local cultural meanings, and reflects the local
culture's norms and identities (Alden, Steenkamp, and Batra, 1999). Ger (1999) suggests that local
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brands are grounded in local heritage, local identities and local traditions, and they mirror these
deep local roots.
Local brands share the advantage of having several resources: 1) strong local network, 2)
high awareness among the local consumer base, 3) agility and capability of forming local
connections, and 4) ability in creating locally-authentic products. Local brands traditionally
benefited from having close relationships with local consumers in a given region and high
awareness among the local consumers. They understand the regional consumer needs and wants
thoroughly, and it is easy for them to form close relationships with their consumers and other
channel members in the regional markets (Ozsomer, 2012). In addition, local brands symbolize
uniqueness, and originality. Consumption of local brands enable individuals to extract pride from
the success of local brands, and feel proud of representing the local market (Ozsomer, 2012). Local
brands can aid consumers’ gratification of their nationalistic and ethnocentric dispositions
(Verlegh, 2007). Lastly, local brands also help satisfy the authenticity needs of consumers by
providing them original and differentiated experiences or features (Ozsomer, 2012).
The interplay between perceived brand globalness and localness of brands has led to
fascinating comparisons of global vs. local brands in several multi-country studies (Ozsomer,
2012). Several studies discover that consumers try to align their local and global identities with
their local and global brands; and they want to differentiate themselves from other consumers by
affirming their pride in local culture-generated brands by consuming local brands, while affirming
their resemblances with the members of the advanced world by consuming global brands (Batra et
al., 2000; Ozsomer, 2012; Zhang and Khare, 2009).
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2.5 Moral Identity
Moral identity is defined as a cognitive schema of an individual’s moral values, goals,
traits, and behavioral scripts (Aquino et al., 2009). There are two distinct world-views on the
conceptualization of moral identity in the literature: 1) the character perspective and 2) the socialcognitive perspective. These perspectives can be taken together to explain moral identity (Shao,
Aquino, and Freeman, 2008). The character perspective of moral identity takes the position that
moral identity represents one’s trait-like individual difference, where, “people who have strong
moral identities tend to hold values and ideals (for instance, being honest, fair, or being a good
person) as central to his or her self as opposed to someone with weaker moral identity” (Blasi,
1984). Being closely associated with Blasi (1983, 1984) and his work, this perspective of moral
identity is depicted as a relatively permanent, self-consistent personal attribute. On the other hand,
the social-cognitive perspective conceptualizes moral identity as a set of chronically accessible
schemas and attempts to explain some, “automatic, less deliberate and less readily observable
moral actions” (Shao, Aquino, and Freeman, 2008). This perspective treats moral identity as a
knowledge structure that is readily accessible and available for use in processing social information
(Aquino and Reed, 2002; Lapsley and Lasky, 2001; Narvaez, Lapsley, Hagele, and Lasky, 2006).
In particular, this depiction of moral identity is a powerful regulator of moral action only when
accessible and salient (Aquino and Reed, 2002; Lapsley and Lasky, 2001; Shao, Aquino, and
Freeman, 2008). These two descriptions of moral identity share important commonalities: they
both emphasize the regulatory potency of moral identity, and they both rely on desire for selfconsistency (Shao, Aquino, and Freeman, 2008).
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Blasi (2004) proposes that moral identity will serve a regulatory role in psychological
responses and moral actions. An individual with a stronger moral identity will have stricter moral
notions and will act and react with a moral conduct, having moral values, ideals, goals and
concerns in mind; however, an individual with a weaker identity will not be as motivated to feel
responsibility to behave consistently with those notions (Blasi, 1993). Linking moral identity with
moral emotions and moral functioning, several studies have shown that individuals with a strong
moral identity engage more frequently in prosocial action and less in unethical behavior (Lefebvre
and Krettenauer, 2019). For instance, Reed, Aquino, and Levy (2007) show that when moral
identity is primed, individuals become more likely to commit time for charitable causes and
goodwill. Moreover, Bagozzi, Soscia, and Babutsidze (2020) show that individuals with higher
moral identity activate higher condemning emotions towards a moral transgressor firm when the
firm is shown to harm the environment.
2.6 Corporate Moral Transgressions, Moral Emotions and Retaliatory Intent
Moral emotions and retaliatory intent are some outcomes that academics have looked at
while observing consumer reactions to company moral transgressions (Xie, Bagozzi, and
Gronhaug, 2015; Grappi, Romani, and Bagozzi, 2013a; Barbarossa and Mandler, 2021). Evidence
shows that moral transgressions invoke negative emotional reactions in people such as contempt,
anger, and disgust (Haidt, 2001, 2003, 2007; Tangney, Stuewig, and Mashek, 2007; Rozin et al.,
1999; Xie, Bagozzi, and Gronhaug, 2015; Grappi, Romani, and Bagozzi, 2013a; Barbarossa and
Mandler, 2021). This triad of emotions have been referred to as “other condemning” emotions in
the literature (Haidt, 2003; Rozin et al., 1999). Contempt is defined as the feeling that an entity is
beneath consideration, worthless, or deserving scorn; it refers to the negative evaluation of others
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in their social or ethical conduct (Rozin et al., 1999). Righteous anger is the feeling characterized
by antagonism toward someone or something you feel has deliberately done you wrong. Lazarus
(1991) defines anger as the painful feeling and a desire or impulse for revenge caused by appraisals
of others’ unjust actions. Grappi, Romani, and Bagozzi (2013a) propose that anger in the corporate
social responsibility context is rather “righteous anger,” where the “feeling of ire and wrath [are]
aroused when one sees another person’s freedom or dignity violated.” Disgust is an emotional
response of rejection or revulsion to something distasteful, impure, offensive or unpleasant. Some
psychology scholars propose that these three emotions are elicited separately and occur due to
separate circumstances (Rozin et al., 1999). Yet, several scholars working on moral transgression
studies have observed their co-occurrence under some circumstances. Grappi, Romani, and
Bagozzi (2013a) look at other condemning emotions’ mediating role in the relationship between
ethical and social transgressions and consumer retaliatory actions in the context of a large cocoa
manufacturer using child labor (ethical transgression) and a big retailer threatening a community’s
wellbeing (social transgression). Barbarossa and Mandler (2021) find evidence for country
stereotype of a wrongdoer effecting contempt, anger, and disgust (CAD) and retaliatory intent
through perceived corporate greed. In order to observe whether these three emotions occur
separately or together, Grappi, Romani, and Bagozzi (2013a), Xie and Bagozzi (2014, 2019), Xie,
Bagozzi, and Gronhaug (2015) treat these three emotions on a second order construct.
Other-condemning emotions are observed to result in consumers’ retaliatory intent. Upon
learning about a corporate moral transgression, an individual may decide to engage in punitive
actions in order to be able to vent, or express anger and anxiety (Nyer, 2000; Romani, Grappi, and
Bagozzi, 2013). Their punitive actions can be constructive or destructive, where constructive
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punitive actions are directed to achieve a modification of companies’ conduct by maintaining
relationships with them and destructive punitive actions are directed at creating a negative image
of the company and avoidance of its brands (Romani, Grappi, and Bagozzi, 2013). Research finds
that condemning emotions are commonly followed up with constructive or destructive retaliatory
intent, such as boycotting products by the transgressor and spreading negative word of mouth about
the transgressor (Barbarossa and Mandler, 2021; Choi and Lin, 2009; Grappi, Romani, and
Bagozzi, 2013; Romani, Grappi, and Bagozzi, 2013; Xie, Bagozzi, and Gronhaug 2015). In this
research, I will be looking at two separate types of consumer retaliatory intentions: intentions to
spread negative word of mouth and intentions to boycott the brand. I expect similar effects on both
of these retaliatory intentions.
3.1 Hypotheses Development
I theorize and empirically test (1) the effects of brand globalness (vs. localness) on
consumer reactions in moral crisis settings and (2) the role of consumer moral identity as a
contingency factor on consumer reactions.
I propose that consumers will judge global brands more harshly than local brands when
these brands conduct a moral transgression. The existing literature suggests that two separate (but
parallel) forces drive this mechanism: (1) consumers have higher ethical expectations of global
(vs. local) firms, and (2) consumers possess higher psychological ownership of local (vs. global)
brands.
Evidence shows that consumers associate a higher ethical burden with global brands
relative to local ones, and expect global brands to behave in a socially responsible manner in the
markets they serve (Dimofte et al., 2008; Holt et al., 2004; Ozsomer et al., 2012). Dimofte et al.
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(2008) find quantitative evidence that global brands have more environmental and social
responsibility; they name this phenomenon the “ethics factor” of global brands. Torres et al. (2012)
empirically demonstrate that corporate social responsibility has a positive connection to global
brand equity. Similarly, Holt, Quelch, and Taylor (2004) show that consumers expect firms to
address social problems linked to what they sell and how they conduct business and demand that
transnational companies act as stewards of the public’s health, worker rights, and the environment
(Holt, Quelch, and Taylor, 2004). Consumers also expect global brands to set examples for other
brands to act in morally right ways and do good (or at least no harm) to humans and to nature
(Dimofte et al., 2008; Holt et al., 2004; Ozsomer et al,. 2012).
In contrast, consumers are typically more forgiving of local brands (vs. global brands)
because they have high psychological ownership of these local brands. Psychological ownership
has been described as a state in which an individual feels as though an object or a piece of an object
is ‘‘theirs’’ (Pierce et al., 2003). In other words, independent of legal ownership, individuals may
feel an emotional and cognitive attachment for a good, service, idea, theory, organization, or any
other concept one can think of. Previous research provides evidence that in general, consumers
value in-group goods more than out-group goods (Gineikiene et al., 2016). Gineikiene et al. (2016)
show that individuals may perceive themselves as owners of domestic brands, recognizing that
other in-group members also share the same ownership. In a way, the local brand acts like a part
of one’s family and when it commits a wrongdoing, consumers feel compelled to give the family
member a second chance. Whereas a global brand is likely to be considered an out-group member,
and the global brand’s wrongdoing will not be as easily forgiven. All in all, these theoretical
considerations suggest that consumers’ felt condemning emotions would be stronger when they
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are exposed to information on a global brand’s moral transgression, compared to when a local
brand is the transgressor. However, I theorize that this effect may be moderated by a consumers’
moral identity.
Given this expectation for consumers’ differing ethical expectations from global and local
brands, I propose that brand globalness likely will impact consumer reactions to moral
transgressions in the following way. I propose that consumers will likely punish global brands
more when compared to local brands in a moral transgression situation, and will react with harsher
punishments such as less favorable attitudes, lower purchase intentions, higher negative word of
mouth and higher boycotting intentions. On the other hand, consumers should be more forgiving
to local brands (compared to global brands), where they will perceive the local brands as more
benevolent and will be more willing to give the local transgressor a second chance.
As discussed earlier, moral identity serves as individuals’ standards for behaving morally
and for evaluating others’ actions in a moral light. Thus, stronger moral identity leads to higher
moral standards. Given this, it is possible that individuals with stronger moral identity would be
less flexible in their evaluation of moral transgressions. They might view moral transgressions
rather starkly and might not be sensitive to the extenuating conditions surrounding the
transgression. If a moral transgression occurs, they are likely to condemn it, regardless of who the
detractor or the circumstances surrounding the transgression might be. This suggests that when
moral identity is strong, individuals are less likely to evaluate moral transgression by global and
local brands differentially. In contrast, consumers with weak moral identity might be more flexible
in their evaluation of moral transgressions and are likely to consider the transgressor’s identity in
their evaluation. Consequently, I expect condemning emotions and consequent retaliatory
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intentions to be stronger if the transgressor is a global brand than when it is a local brand when
moral identity is weak, but expect no difference in these outcomes when moral identity is strong.
H1: Moral identity will moderate the effects of brand globalness on negative word of mouth
(NWOM) and boycotting intentions. At low levels of moral identity, NWOM and
boycotting intentions will be stronger for the global brand than the local brand and this
effect will weaken with increasing levels of moral identity.
H2: Condemning emotions (contempt, anger, disgust) will mediate the effect of brand
globalness on NWOM and boycotting intentions and these mediation effects will be
moderated by moral identity. At low levels of moral identity, condemning emotions and in
turn NWOM and boycotting intentions will be stronger for the global brand than the local
brand. With increasing levels of moral identity the effect of brand globalness on
condemning emotions and in turn NWOM and boycotting intentions will become weaker.
Figure 6: Conceptual Model

4.1 Methodology
4.1.1 Research Design, Procedure and Respondents
I test the hypothesized effects of brand globalness on emotions and retaliatory intent in a
single-factor (brand globalness: global brand; local brand) experiment where brand globalness was
manipulated. Three-hundred and seventy-five (375) American adults participated on Prolific. Each
participant read a social media news script where a global or a local brand was reported to be
engaged in harmful environmental practices (see Figure 7). After reading this script, participants
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responded to a set of measures that I describe subsequently. I randomly assigned respondents to
the global and the local brand conditions.
Figure 7: Company Moral Transgression Stimuli

4.1.2 Measures
Scales measuring the variables (mediators, moderator, and dependent variables) are all
well-established in the literature. All items were measured on 7-item Likert, unipolar or semantic
differential scales described below, with the exception of moral identity which was measured on a
5-item unipolar scale.
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Condemning moral emotions. Nine items, 3 for each emotion (contempt, anger, and
disgust) were used to measure condemning moral emotions. The semantic differential scales listed
the items in the format of 1 indicating “not at all” and 7 indicating “very much.” These items were
based on Rozin et al. (1999), and were further developed and used by Grappi et al. (2013) and Xie
et al. (2015).
Negative Word-of-Mouth (NWOM). I used a 3-item scale based on Joireman et al. (2013).
The responses were collected on a 7-point Likert scale where 1 denoted “strongly disagree” and 7
denoted “strongly agree.”
Boycotting Intentions (BI). I used a 1-item scale based on Kelin et al. (2004). The responses
were collected on a 7-point Likert scale where 1 denoted “strongly disagree” and 7 denoted
“strongly agree.”
Moral Identity (MI). Moral identity was measured using scale developed by Aquino and
Reed (2002). Respondents were asked to consider the following characteristics: caring,
compassionate, fair, friendly, generous, helpful, hardworking, honest, and kind; then they were
asked to describe how much they aspired to be a person with these characteristics using 6 items.
Responses were recorded on a 5-point scale where 1 denoted “does not describe me at all” and 5
denoted “describes me extremely well.”
Environmentalism (ENV). I used 4 items to measure concern for environment and
willingness to work towards its protection, based on Schuhwerk and Lefkoff-Hagius (1995). The
responses were collected on a 7-point Likert scale where 1 denoted “strongly disagree” and 7
denoted “strongly agree.” Environmentalism was used as a covariate in all regression-based
analyses in this study. I reasoned that an individual’s concern about the environment would likely
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impact their emotions and consequent retaliatory intentions following exposure to information on
environmental transgression by a brand, such as the one described in the scenario for my study.
Thus, individuals with higher levels of environmentalism would likely have stronger condemning
emotions and retaliatory intentions. Consequently, I intend to test whether the predicted effects
would hold even after controlling for environmentalism.
4.1.3 Preliminary Analyses
Four (4) respondents did not complete the survey and sixteen (16) respondents answered
the attention check questions wrong, and as a result, twenty (20) responses were deleted from the
dataset. The remaining 355 respondents had an average age of 33.29 (s.d. 13.28); there were 170
women, 177 men, 6 third gender respondents; 222 (62.5%) respondents indicated they were white;
126 (35.5%) respondents had a high school diploma, 136 (38.3%) had an undergraduate degree,
and 49 (13.7%) had a graduate degree.
Analyses indicate that scale reliabilities are adequate (Cronbach’s alpha’s ≥ .85). A
confirmatory factor analysis (CFA) is employed for modeling the condemning emotions. Building
a second-order CFA model, I examine whether measures of contempt, anger, and disgust can be
organized hierarchically in a second-order CFA model, as suggested in the literature (Barbarossa
and Mandler 2021). The results suggest an adequate fit for the second-order model (Table 11),
justifying computation of an aggregate score for an individual’s condemning emotions.
Consequently, I use the factor loadings to arrive at an aggregate condemning emotions score
(henceforth denoted as CAD) for each respondent, for all further analyses involving this construct.
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Table 11: Condemning Emotions CFA Results
Latent Variable

Item
loadings

Item
Means

Contemptuous

0.731

6.40

0.89

Scornful

0.800

6.42

0.96

Disdainful

0.909

6.52

0.85

Item

Item
S.D.

Factor Loadings on the First-Order Factors

Contempt

Cronbach's alpha

Anger

0.962

6.22

1.04

Angry

0.930

6.24

1.02

Very annoyed

0.794

6.40

0.94

Cronbach's alpha

Disgust

0.851

Mad

0.920

Disgust

0.919

6.46

0.88

Feeling of distaste

0.898

6.46

0.89

Feeling of revulsion

0.871

6.34

0.96

Cronbach's alpha

0.921

Factor Loadings on the Second-Order Factor
Condemning Emotions

Contempt

0.706

Anger

0.903

Disgust

0.997

Fit Measures
N
Chi Squared
df

353
71.312**
24

NNFI

0.986

CFI

0.991

Standardized RMR

0.031

RMSEA

0.076

All factor loadings and correlations are significant at p<0.001.
**Chi squared values are significant at p<0.001.

4.1.4 Test of H1
In all further analyses, MI, the continuous moderating variable, was mean-centered (MMI
= 4.36), and the variable environmentalism is used as a covariate. Additionally, for the purpose of
statistical testing, I use α = 0.10.
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I first test H1 using PROCESS Model 1. The analysis involves the following regression
models:
Y (NWOM or BI) = b0 + b1 BG +b2 MI + b3 (BG x MI) + b4 ENV
I coded the local (global) brand as “0” (“1”). Table 12 shows the results for these regression
models.
Table 12: Effects of BG and MI on NWOM and BI
Model (Outcome NWOM)

Model (Outcome BI)

Coef

t

p

LLCI

ULCI

b0

2.31

5.12

0.00

1.57

3.06

BG

0.19

1.93

0.05

0.03

0.35

Coef

t

p

LLCI

ULCI

b0

3.31

5.70

BG

0.14

1.29

0.00

2.35

4.27

0.20

-0.04

0.31

MI

0.61

4.67

0.00

0.40

0.83

MI

0.63

4.41

0.00

0.39

0.87

BG * MI

-0.49

-2.90

0.00

-0.77

-0.21

BG * MI

-0.53

-2.94

0.00

-0.83

-0.23

ENV

0.56

7.51

0.00

0.44

0.68

ENV

0.41

4.30

0.00

0.25

0.57

First, the effect of ENV on the outcomes is as predicted. Thus, higher environmentalism
leads to higher levels of NWOM and BI. These effects are observed in all subsequent models and
hence will not be discussed further. Second, the coefficients for BG indicate that NWOM (b1 =
0.19) and BI (b1 = 0.14) are higher for the global brand than the local brand when mean-centered
MI equals zero, i.e., when uncentered aggregated MI has a score of 4.36. Third, the negative and
statistically significant interaction term for NWOM (b3 = -0.49, t = -2.90, p < 0.01) and BI (b3 = 0.53, t = -2.94, p < 0.01) indicate that the effect of BG on these outcomes weakens with increasing
moral identity, supporting H1. Johnson-Neyman analyses show that although NWOM (BI) is
statistically higher for the global brand than the local brand for uncentered moral identity scores
of 4.42 (4.44) or less, the effect is not statistically significant above these values. Figure 8
illustrates the results of these analyses graphically. These results indicate that differential outcomes
across the brands are not to be expected at very high levels of moral identity.
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Figure 8: Graphical Display of H1 Johnson Neyman analysis results

A.

B.

These graphs are largely for illustrative purposes; outcome values shown are when ENV = 0.
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4.1.5 Test of H2
I test H2 using PROCESS Model 8. First, I inspect the effects of BG and moral identity on
condemning emotions, i.e., contempt, anger, and disgust (CAD). These effects are represented by
the following regression model:
Y (CAD) = b0 + b1 BG +b2 MI + b3 (BG x MI) + b4 ENV
Table 13 provides the results for this model.
Table 13. Effects of BG and MI on CAD
Model (Outcome Condemning Emotions)
Coef

t

p

LLCI

ULCI

constant

4.50

11.57

0.00

3.86

5.15

BG

0.17

2.47

0.01

0.06

0.29

MI

0.44

4.23

0.00

0.27

0.62

BG * MI

-0.21

-1.64

0.10

-0.43

0.00

ENV

0.30

4.74

0.00

0.20

0.41

These results indicate that respondents with relatively low levels of moral identity have
stronger condemning emotions for a global brand compared to a local brand. Further, and as
expected, this effect becomes weaker as individuals’ moral identity becomes stronger.
Second, I inspect the results related to the posited moderated mediation effects. The full
models, representing the effects of BG, MI, and CAD on NWOM or BI are as follows:
Y (NWOM or BI) = b0 + b1 BG +b2 CAD + b3 MI + b4 (BG x MI) + b5 ENV
Table 14 shows the results of these models.
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Table 14. Full Model
Model (NWOM)

Model (BI)

Coef

t

p

LLCI

ULCI

Coef

t

p

LLCI

ULCI

constant

-0.19

-0.33

0.74

-1.11

0.74

BG

0.09

1.02

0.31

-0.06

0.24

constant

0.43

0.77

0.44

-0.49

1.36

BG

0.03

0.29

0.78

-0.13

0.19

CAD

0.56

6.80

0.00

0.42

MI

0.36

2.73

0.01

0.14

0.69

CAD

0.64

7.81

0.00

0.50

0.77

0.59

MI

0.35

2.49

0.01

0.12

0.58

BG * MI

-0.37

-2.31

0.02

ENV

0.39

4.35

0.00

-0.63

-0.11

BG * MI

-0.40

-2.35

0.02

-0.68

-0.12

0.24

0.54

ENV

0.22

2.24

0.03

0.06

0.38

Table 15 presents the results related to the moderated mediation effects posited in H2.
Table 15. Moderated Mediation
INDIRECT EFFECT:
BG x MI  CAD  NWOM
MI

Effect

-0.62

0.17

-0.62

0.20

0.00

0.10

0.04

0.02

0.18

0.00

0.11

0.62

0.02

0.05

-0.07

0.12

0.62

0.03

Boot
SE
0.07

BootL
LCI
-0.25

Index
MI

BG x MI  CAD  BI
BootS
E
0.07

-0.12

BootL
LCI
0.04

BootU
LCI
0.30

MI

Effect

BootSE

Index of moderated mediation:BootU
Index
Boot SE
LCI
0.02
-0.14
0.08

0.08

BootLL
CI
0.07

BootUL
CI
0.32

0.05

0.03

0.19

0.06

-0.06

0.12

BootLL
CI
-0.26

BootUL
CI
0.00

These results indicate that the mediation effects by CAD weaken with increasing levels of
moral identity, and these effects become statistically non-significant at high levels of moral
identity.
Finally, I inspect the possibility of residual effects. As seen from Table 14, the interaction
effect between BG and moral identity with respect to NWOM and BI are statistically significant,
indicating the possibility of a conditional residual (direct) effect. Table 16 shows the results related
to the specific coefficients representing conditional direct effects.

116

Table 16. Conditional Direct Effects

MI
-0.62
0.00
0.62

Model (Outcome NWOM)
Model (Outcome BI)
CONDITIONAL DIRECT EFFECT:
Effect
t
p
LLCI ULCI
MI Effect
t
p
LLCI
0.32
2.28
0.02
0.09
0.56
-0.62 0.28
1.78
0.08
0.02
0.09
1.02
0.31
-0.06
0.24
0.00 0.03
0.29
0.78
-0.13
-0.14
-1.09
0.28
-0.35
0.07
0.62 -0.22
-1.66
0.10
-0.44

ULCI
0.53
0.19
0.00

As seen from the table, the conditional direct effects follow that same pattern as the
conditional indirect effects. Thus, residual mediation by condemning emotions weakens with
increasing levels of moral identity. Overall, the results indicate support for partial moderated
mediation effect, where condemning emotions partially mediate the effects of brand globalness
on NWOM and boycotting intentions, subject to moral identity. Consequently, these results
indicate partial support for H2.
5.1 Discussion
In this part I summarize the findings, discuss the theoretical and managerial contributions,
and deliberate on the limitations of my research. In this research, I study consumers’ reactions to
company transgressions. I hypothesized and found evidence that moral transgressions result in
higher condemning emotions towards global when compared to local brands and moral
transgressions result in stronger retaliatory intentions for global brands compared to local brands,
although not unconditionally. My findings show that consumers are indeed more lenient on local
brands when they commit a moral transgression compared to global brands. Consumers have more
heightened condemning emotions towards the local brand (anger, disgust, contempt), and they
have greater intentions to take retaliatory actions when a global firm commits a moral
transgression. I replicate previous work on condemning emotions (contempt, anger, disgust) being
successful mediators in the relationship between brand actions and consumers’ retaliatory
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intentions (negative word of mouth intentions and boycotting intentions). My study showed that
brand globalness is a factor that impacts consumer reactions to moral transgressions and these
effects are all contingent on consumers’ moral identity levels. Consumers with a stronger moral
identity differ less in their condemning emotions towards the local and global brands and
consequently their retaliatory intentions, whereas consumers with a weaker moral identity differ
more in their condemning emotions and consequent retaliatory intentions towards the local and
global brands. It also appears that consumers with very strong moral identity might not distinguish
between those brands at all, i.e., are inflexible or uncompromising when it comes to evaluating
moral transgression.
In this moderated mediation model, we proposed and tested the pattern of the conditional
direct effects provides additional support for the posited role of moral identity, i.e., inflexibility in
evaluating moral transgression at high levels of moral identity. Thus, we found that the residual
effects of brand globalness on retaliatory intentions are also moderated by moral identity such that
stronger retaliatory intentions occur toward the global than the local brand when moral identity is
relatively weaker and this effect weakens as moral identity becomes stronger. These residual
effects indicate mediators that are absent from our model. Although our model incorporates
important emotions (contempt, anger, and disgust), cognitions might serve as additional mediators.
For instance, consumers might suspect egregious profit motives to have motivated the
transgression, leading to retaliatory intentions. Future research can study possible additional
mediators.
This study extends the work on an interesting topic that lies in the intersection of
international marketing and social responsibility, and contributes to theory and managerial
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decisions. The study contributes to theory in domains of global branding, local brandings, and
corporate social responsibility. Socially responsible behavior is becoming a very essential element
in how consumers perceive brands, and brands that mistakenly or purposefully engage in moral
transgressions have to suffer the negative consequences of these actions (Crockett, 2017; Stabler
and Fisher, 2020; Xu et. al 2021). Several studies examine the relationships between the firm’s
past corporate social responsibility record, the firm’s reactions to the transgression event, and the
nature of the transgression on consumer reactions. Previous research also shows that firms should
develop repair and recovery strategies, such as issuing public apologies, developing remedial
actions (things like compensations to parties negatively affected, donating to charities, engaging
in public ethical and pro-environment actions), indicating to their consumers that they will be
working on improving their operations in order to eliminate their problematic behaviors. This
research complements and extends the findings from those studies by examining how consumers’
perceptions change when a company’s brand are perceived as local or global.
My findings provide strong support for the theorizing that when it comes to evaluating
transgressions, consumers may be treating global brands differently from local brands (e.g., Holt
et al. 2004). I find evidence that global brands are held to higher ethical standards by individuals,
perhaps due to different expectations from them, given their resource-based and power-based
differences. The findings also support my theorizing on the role of moral identity, specifically, the
prediction that stronger moral identity leads to higher inflexibility in matters related to evaluating
moral transgressions. Thus, people with strong enough moral identity do not discern between
moral transgressors and hold them equally reprehensible. The pattern of moderation effects by
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moral identity is the same for both when the effects of brand globalness are mediated by
condemning emotions and when the effects are direct.
Additionally, the findings contribute to a better understanding of how consumers perceive
global and local brands in these wrongdoing situations, and help managers of global and local
brands in their decision-making. By examining the effect of moral identity as a potentially
significant moderator of the relationship between corporate transgressions and behavioral
outcomes, viz., NWOM and boycotting intentions, my research extends international marketing
knowledge by issuing a warning notice to corporate managers that do not take moral transgressions
seriously.
Firms with global and local brands should gain several insights from this research. First, a
brand should evaluate the public’s globalness perceptions of the brand and consumers moral
beliefs before reacting to any transgression news or events. Firms should engage in a thorough
assessment of their operation and their partners operations in every market in which they operate.
They should manage their risks well, and eliminate unethical practices from their business. This is
especially true for global brands as the research shows that they are more harshly judged and
receive lower purchase intentions from consumers when judged as engaged in wrongdoing. My
research suggests that in a crisis scenario, local firms might benefit from highlighting their
localness as consumers seem to judge them less harshly. In contrast, global brands have to be more
careful and we can extend the implications of my findings slightly to suggest they might want to
highlight their connections to the local setting in a crisis scenario (i.e., how many people they
employ locally, their benefits to the local ecosystem, if any). Consumers’ evaluation of global (or
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local) brands’ reactions to their moral transgressions pose interesting questions for future research
to add to my findings.
Furthermore, firms should assess the moral identity of its customer base before reacting to
transgression news or events and adjust its reactions accordingly to generate more effective repair
and recovery strategies in transgression perception situations. This should be especially true when
the firms are marketing their brands in different cultural settings. If consumers rank low on moral
identity in a certain market, brands may benefit from different strategies help alleviate consumer
reactions to the firm, compared to markets that have consumers that rank high on moral identity.
These are relevant questions for future studies.
Another future research question concerns whether and the extent to which brands gain an
advantage by pointing out their competitors’ ethical failings. An extended question here would be
whether brands globalness/localness would matter in this context. Future research might also focus
on the other, possible behavioral outcomes that may result from corporate transgressions and the
roles of moral identity in influencing those. For example, consumers’ retaliation intentions and
type may vary with different trajectories over time for local when compared to global brands. For
instance anger, contempt, and disgust may be more permanent for global brands, and more shortterm for local brands. These outcomes may show linear or parabolic trajectories and even
exponential, logarithmic, or S-shaped trajectories. Consumers are constantly reminded of and
come across local brands in their lives and they may have more positive memories associated with
a local brand that may lead to short-term condemning emotions. This, too, would be an interesting
phenomenon to look at.
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As briefly mentioned earlier, there may be cultural differences in the hypothesized and
observed dynamics examined in this essay. Eckhardt et al. (2010) observe that consumers from
different cultures have different moral approaches to ethical consumer obligations and behavior,
so perhaps the extent to which consumers judge and blame the unethical transgressor may differ
from culture to culture. More research can shed light on such cultural differences.
Other moderators to the relationship between globalness of the transgressor brand and
consumers reactions also deserve research attention. For example, a consumer’s global identity, as
measured by the scale developed in Essay 1 of this dissertation, may help us glean more
comprehensively into the possible role of global identity in consumer responses to corporate
transgressions. It is also possible, for instance, that different factors of the global identity scale
moderate the relationship between brand globalness and consumer retaliatory intentions
differently.
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APPENDIX A
1.

Worldminded Attitudes Scale (Sampson and Smith 1957)
Our country should have the right to prohibit certain racial and religious groups from entering it
to live.
Foreigners are particularly obnoxious because of their religious beliefs.
Religion

It would be dangerous for our country to make international agreements with nations whose
religious beliefs are antagonistic to ours.
It would be dangerous for us to guarantee by international agreement that every person in the
world should have complete religious freedom.
Immigrants should not be permitted to come into our country if they compete with our own
workers.
Immigration should be controlled by an international organization rather than by each country on
its own.

Immigration
Any healthy individual, regardless of race or religion, should be allowed to live wherever he
wants to in the world.
Our country should permit the immigration of foreign people even if it lowers out standard of
living.
It would be a dangerous procedure if every person in the world had equal rights, which were
guaranteed by an international charter.
We ought to have a world government to guarantee the welfare of all nations irrespective of the
Government

rights of any one.
Our country should not participate in any international organization which requires that we give
up any of our national rights of freedom of action.
All national governments ought to be abolished and replaced by one central world government.

123

All prices for exported food and manufactured goods should be set by an international trade
committee.
Our country should not cooperate in any international trade agreements which attempt to better
world economic conditions at our expense.
Economics
If necessary, we ought to be willing to lower our standard of living to cooperate with other
countries in getting an equal standard for every person in the world.
It would not be wise for us to agree that working conditions in all countries should be subject to
international control.
Our country is probably no better than many others.
It would be better to be a citizen of the world than of any particular country.
Patriotism

We should strive for loyalty to our country before we can afford to consider world brotherhood.
Patriotism should be a primary aim of education so our children will believe our country is the
best in the world.
Race prejudice may be a good thing for us because it keeps many undesirable foreigners from
coming into this country.
Our responsibility to people of other races ought to be as great as our responsibility to people of

Race

our own race.
Some races ought to be considered naturally less intelligent than ours.
It would be a good idea if all the races were to intermarry until there was only one race in the
world.
It would be a mistake for us to encourage certain racial groups to become well educated because
they might use their knowledge against us.

Education

An internalional committee on education should have full control over what is taught in all
countries about history and politics.
Our schools should teach the history of the whole world rather than of our own country.
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We should teach our children to uphold the welfare of all people everywhere even though it may
be against the best interest of our own country.
We should be willing to fight for our country without questioning whether it is right or wrong.
Our country should refuse to cooperate in a total disarmament program eve if some other nations
agreed to it.
War
An international police force ought to be the only group in the world allowed to have armaments.
War should never be justifiable even if it is the only way to protect our national rights and
honour.
Answer format: 5-Point Likert 1 = "strongly disagree" 5 = "strongly agree"
2.

Internationalism Scale (Kosterman and Feshbach 1989)

If necessary, we ought to be willing to lower our standard of living to cooperate with other countries in getting an
equal standard for every person in the world.
The alleviation of povertyin other countries is their problem, not ours.
America should be more willing to share its wealth with other suffering nations, even if it doesn't necessarily
coincide with our political interests.
We should teach our children to uphold the welfare of all peopie everywhere even though it may be againstthe
best interest of our own country.
I would not be willing to decreasemy living standard by ten percent to increase that of persons in poorer countries
of the world.
Children should be educated to be international minded - to support any movement which contributes to the
welfare of the world as a whole, regardless of special national interest.
The agricultural surpluses of all countries should be shared with the have-not of the world.
The position a U.S. citizen takes on an intenational issue should depend on how much good it does for how many
people in the world, regardless of their nation.
Countries needing our agricultural surpluses should pay for them instead of getting something for nothing.
Answer format: 5-Point Likert 1 = "strongly disagree" 5 = "strongly agree"
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3.

Global Human Identity Scale (Der-Karabetian and Ruiz 1997)

I feel that I am living in a global village.
I feel that what I do as a person could ‘‘touch’’ someone in another part of the world.
I feel like I am ‘‘next door neighbors’’ with people living in other parts of the world.
I feel that I am related to everyone in the world as if they were my family.
I feel that people around the world are more similar than different.
I think of myself as a citizen of the world.
I feel like my fate and future are bound with all of humankind.
Answer format: 5-Point Likert 1 = "strongly disagree" 5 = "strongly agree"
4.

Belief in Global Citizenship through Global Brands Scale (Strizhakova Coulter, and Price 2008)

Buying global brands makes me feel like a citizen of the world.
Purchasing global brands make me feel part of something bigger.
Buying global brands give me a sense of belonging to the global marketplace.
Answer format: 7-Point Likert 1="I strongly disagree ", 7= "I strongly agree"
5.

Global Citizenship Scale (Strizhakova Coulter, and Price 2012b)
Feeling like a part of the global world is important to me.

Importance of Global

It is important to me to feel a part of the global world.

Citizenship to

Participation in the global world is important to me.

Consumers

I value my citizenship in the global world.
I feel that I am related to everyone in the world as if they were my family.

Identity

I feel like I am "next-door neighbours" with people living in other parts of the world.
Buying global brands makes me feel like a citizen of the world.

Global Citizenship

Purchasing global brands make me feel part of something bigger.

through global brands

Buying global brands give me a sense of belonging to the global marketplace.

Answer format: 7-Point Likert 1="I strongly disagree ", 7= "I strongly agree"
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6.

Global Connectedness (Strizhakova and Coulter 2013)

I have a strong attachment to the global world.
I feel connected to the global world
I think of myself as a global citizen.
It is important to me to feel a part of the global world.
Thinking about my identity, I view myself as a global citizen.
Feeling like a citizen of the world is important to me.
I would describe myself as a global citizen.
Answer format: 7-Point Likert 1="I strongly disagree ", 7= "I strongly agree"
7.

Local-Global Identity Full Scale (Zhang and Khare 2009)
I am well aware of global events.
I believe I mostly belong to the whole world.
I like to know about people in other parts of the world.
I believe our world is becoming similar.
Global

I believe that globalization improves local practices.
I believe that people all over the world are more similar than different.
I believe people should be made more aware of how connected we are to the rest of the world.
I strongly identify that I am a global citizen.
Being a member of a global village often affects how I tend to view the world around me.
I am well aware of local events.
I believe I mostly belong to my local community.
I like to know about people in my local community.

Local
I believe local communities are different from each other.
I believe that the local way of life is harmed by globalization.
I respect my local traditions.

127

I believe parents should pass on local customs to their children.
I like to know local news more than world news.
I believe that the local consequences of our actions are more important than the global consequences.
I can more easily find like-minded people within my community than outside.
Answer format: 7-Point Likert 1="I strongly disagree ", 7= "I strongly agree"
8.

Local-Global Identity Scale Short Version (Tu, Khare, and Zhang 2012)
My heart mostly belongs to the whole world.
I believe people should be made more aware of how connected we are to the rest of the world.
Global
I identify that I am a global citizen.
I care about knowing global events.
My heart mostly belongs to my local community.
I respect my local traditions.
Local
I identify that I am a local citizen.
I care about knowing local events.

Answer format: 7-Point Likert 1="I strongly disagree ", 7= "I strongly agree"
9.

Identification with All Humanity Scale (IWAH: McFarland, Webb and Brown, 2012)

How close do you feel to each of the following groups? Please mark the letter on the scantron that best represents
your feelings on the following scale:
A = not at all close
B = not very close
C = just a little or somewhat close
D = pretty close
E = very close
a. People in my community
b. Americans
c. People all over the world
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How often do you use the word “we” to refer to the following groups of people?
A = almost never
B = rarely
C = occasionally
D = often
E = very often
a. People in my community
b. Americans
c. People all over the world
How much would you say you have in common with the following groups?
A = almost nothing in common
B = little in common
C = some in common
D = quite a bit in common
E = very much in common
a. People in my community
b. Americans
c. People all over the world
Please answer the following questions using the following choices:
A = not at all
B = just a little
C = somewhat
D = quite a bit
E = very much
Sometimes people think of those who are not a part of their immediate family as “family.” To what degree do you
think of the following groups of people as “family?”
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a. People in my community
b. Americans
c. All humans everywhere
How much do you identify with (that is, feel a part of, feel love toward, have concern for) each of the following?
a. People in my community
b. Americans
c. All humans everywhere
How much would you say you care (feel upset, want to help) when bad things happens to
a. People in my community.
b. Americans.
c. People anywhere in the world.
How much do you want to be:
a. a responsible citizen of your community.
b. a responsible American citizen.
c. a responsible citizen of the world.
How much do you believe in:
a. being loyal to my community.
b. being loyal to America.
c. being loyal to all mankind.
When they are in need, how much do you want to help:
a. people in my community.
b. Americans.
c. people all over the world.
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10. Global Social Identification Scale (Reese, Proch and Cohrs 2014)
I feel strongly connected to the world community as a whole.
It is important for me to define myself as being part of the world community.
I feel a strong bond with members of the world community.
I am aware that I am part of the world community
Being part of the world community is an important part of my identity.
Answer format: 5-Point Likert 1 = "strongly disagree" 5 = "strongly agree"
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Identity is an important predictor in consumer behavior; but marketing managers’
understanding of global identity is limited. This dissertation develops a more comprehensive
conceptualization of the construct of global identity than those currently proposed in the literature.
Anchored in identity and social identity theories, this work develops a multidimensional scale for
measuring global identity, and validates this scale across two cultural environments, Turkey and
the United States. This new scale is composed of four dimensions that explain the domain of global
identity, three of which are comprised of two sub-dimensions. This work shows that these
converge into a third-order global identity factor and helps us understand consumers that identify
with a global community in more detail and granularity than scales currently available in the
literature.
The second part of this dissertation explores consumers’ reactions to corporate
wrongdoings from the perspective of the mediation effects of brand globalness on consumers’
retaliatory intentions through emotions, which is moderated by consumer moral identity. Findings
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show that condemning emotions (contempt, anger, disgust) mediate the relationship between brand
globalness and consumers’ retaliatory intentions (negative word of mouth and boycotting
intentions) and these effects are all contingent on consumers’ moral identity where consumers with
stronger moral identity differ less in their condemning emotions towards the local and global
brands. Consumers with weaker moral identity differ more in their condemning emotions towards
the local and global brands. This research is an important contribution to the international
marketing literature as it explores the dynamics in which consumers respond to brand moral
wrongdoings and lays the groundwork for the newly developed global identity scale to be
integrated into an experimental setting.
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